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Rough Proofs 


Gladys the beautiful reception- 
ist says she hopes there isn’t a 
telephone strike, but if there is, 
Mr. Hooper’s girls are going to get 
a nice vacation. 


, ee ee 


The New York Yankees will 
sponsor a series of symphony con- 
certs over WQXR. This is fine, 
but from the viewpoint of the fan, 
it may not be a perfect substitute 
for Murderers’ Row. 


7 V 


“Stairway to Heaven’ Gets 
$200,000 Push,” headlines the 
world’s greatest advertising jour- 
nal. 
Up or down? 


Ae ee 


“No buffalo, no antelope,” says 
the Dallas News, referring to its 
homes on the range. 

That’s the first discouraging 
word that’s been said about Texas. 


“3 F 


The Capex Company is promot- 
ing a premium called Galloping 
Golf, the idea of which is that you 
can play all eighteen holes with- 
out leaving the nineteenth. 


es oe 


Henry W. Jaeger is offering 
“birth lists— national in scope.” 
This kind of service is going to 
make Mr. Winchell feel very 
much like an amateur. 


. ¥ 


“Paper production hits record 
peak, Commerce reports,” head- 
lines ADVERTISING AGE. If you 
haven’t been getting your share, 
it’s not the fault of the statistics. 


, = * 


Male beauty costs, AA reports, 
are only one-fourth those of the 
female of the species. And the re- 
sults thus far don’t justify much 
increase in the expenditure. 

vv¥seegy? 

Peace - and - prosperity note: 
Contest prizes are getting bigger 
and more numerous, and at the 
recent restaurant show in Chicago 
exhibitors dispensed coffee, dough- 
nuts and fried steaks. 


.: 2 


“Opportunity for permanent 
people,” advertises a business 
publisher. 

Even people who realize their 
impermanance on this mortal 
sphere would like very much to 
qualify. 

SS a -- 

Those 250 leading business pa- 
per advertisers publicized by In- 
dustrial Marketing are soon go- 
ing to have to move over and 
make room for the War Assets 
Administration. 

, a 


The trouble Parents’ has been 
having with some of its family 
may lead George Hecht to exclaim 
with Lear, “O how like a serpent’s 
tooth is an ungrateful child.” 

vvy 


“Too much advertising today is 
fat in the fanny,” irreverently re- 
marks Royal & DeGuzman. 

But reducing is always painful. 


Copy Cus. 


Co-op Programs 
Add New Sponsors 
and Big Names 


Radio ‘Recession’ 
Puts Local Firms 
on the Networks 


New YorK—With three of the 
major networks announcing new 
co-op shows and industry execu- 
tives reporting many new sponsors, 
cooperative radio programs are 
hitting an all-time high. 

Some network officials say that 
if the recession forecast by many 
economists becomes severe, coop- 
erative programs will look good 
to many national as well as local 
advertisers. National advertisers, 
instead of scattering their com- 
mercials broadside over coast-to- 
coast hookups, say the nets, will 
use co-op programs to concentrate 
on strategic areas. 

Mutual Broadcasting System, 
which introduced the first co-op 
show in 1937, now has 14 such pro- 
grams and will add “Kate Smith 
Speaks,” which heads the Hoop- 
erating list for the top 10 daytime 
shows, to its roster in June. “Meet 
the Press,” which started last 
Friday, is the most recent Mutual 
co-op show. 

With 796 different co-op spon- 
sors as of March 1, compared to 
690 a year ago, Mutual’s claim for 
leadership in the field appears well 
founded. ; 


Talent Costs Vary Widely 


Talent costs to stations for MBS 
co-ops range from the $2.50 a 
week small stations pay for once- 
a-week, 15-minute shows such as 
ex-Mayor LaGuardia’s news com- 
mentaries, to the $1,000 a week 
Station WOR in New York will 
have to pay for Kate Smith. 

Bert Hauser, Mutual’s director 
of co-op sales, says the web is 
casting about for new types of 
shows. He further reports MBS 
is promoting sales by offering mer- 
chandising and selling help to 
sponsors. 

American Broadcasting Com- 
pany is currently providing its af- 
filiates with 12 co-op programs: 
nine quarter - hour, five - a - week 
shows; one quarter-hour, six-a- 
week program; one quarter-hour 
Saturday evening show; and the 
hour-long “Town Meeting of the 
Air,” on the co-op list since Jan. 9. 

Starting April 14, ABC will re- 
place the “Powers Charm School,” 

(Continued on Page 65) 
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NEW PRICE CUT—With this full news- 
paper page, Ford Motor Co. last week 
announced a $20 cut in its price on the 
six-cylinder business coupe, now back 
in production. Both it and the two- 
door sedan now are the lowest-priced 
cars in their field, Ford boasts. 


ANPA Bureau Lifts 
Dues Basis; Budget 
May Hit Million 


New York—tThe Bureau of Ad- 
vertising, ANPA, has adopted, 
effective March 1, 1948, a per- 
manent financing formula for its 
operations, which is expected to 
expand the bureau’s annual reve- 
nue from the present $725,000 to 
more than $1,000,000. 

Although 1% of a newspaper’s 
net national advertising revenue 
for a year continues as the basis 
for annual bureau dues, as it has 
since the expansion plan took 
effect in March, 1945, the bureau 
has dropped wartime 1942 as the 
“base” year and replaced it with 
the second year preceding each 
bureau fiscal year. 

Thus, dues for the bureau’s 
fiscal year, March 1, 1948-Feb. 28, 

(Continued on Page 71) 


Mail Users Should Foot 
Higher Costs, P.O. Says 


Urges $350,000 
Ad Budget fo Aid 
Frozen Food Field 


Boston—Dr. G. Hodges Bryant, 
chairman cf the board of the 
Frozen Food Institute, told rep- 
resentatives of the 764 member- 
companies of the institute last 
week that a $350,000 or greater 
advertising appropriation is neces- 
sary to educate the companies 
supplying the frozen foods indus- 
try. 

Speaking during the institute’s 
sixth annual convention and show, 
he said a program of education 
must be directed to retail stores, 
to the cabinet makers, to whole- 
salers, to the manufacturers of 
freezing units, transportation 
units, and allied industries before 
the frozen foods industry can 
properly supply the retail con- 
sumer. 

This advertising through trade 
publications in order to get the 
cooperation needed in the manu- 
facture of equipment is necessary 
before any attempt is made to 
advertise frozen foods to the con- 
sumer, he said, adding that a con- 
sumer advertising program would 
be premature now. 


Many Consumers Disappointed 


He pointed out that consumers 
in many cases have been soured 
on frozen foods through receipt of 
an improperly kept item that has 
lost its flavor. There is no need 
to seek their patronage, he said, 
until the industry is assured that 
the product is in proper condition 

(Continued on Page 67) 


Last Minute News Flashes 


ATA Renews Account with Erwin, Wasey 


WasHincton—The Air Transport Association has renewed its ac- 


count with Erwin, Wasey & Co. 


Members of the group’s national ad- 


vertising committee, representing 32 scheduled airlines, studied pres- 
entations from half a dozen agencies before reaching their decision. 


Disticraft Sets $500,000 Ad Budget 

Cuicaco—Disticraft, Inc., which recently named Kuttner & Kuttner 
to handle its account, has set its advertising budget for the first year 
at $500,000, to tell consumers about the merits of whisky carrying 


the “Disticraft Process” label. 


Plans call for use of national maga- 


zines, newspapers and point-of-sale material, starting late this spring, 
in explaining the quick maturing process of distilling whisky. 


Shwayder Switches Account to Grey 
DenveR—Shwayder Brothers, maker of Samsonite luggage and Sam- 

son all-purpose tables and chairs, is switching its advertising account 

from Weiss & Geller, Chicago, to Grey Advertising Agency, New York, 


effective July 1. 


Starts Newspaper Series for White Owls 


New Yorx—General Cigar Company is starting a spring newspa- 


per drive for White Owl cigars. 


Fifty dailies across the country will 


get 1,000-line copy every other week. J. Walter Thompson Company 


is the agency. 


Ads Promote La France Bluing Flakes 
New Yorx—General Foods Corporation is launching a nationwide 
newspaper and spot radio campaign, through Young & Rubicam, for 


its La France bluing flakes. 


Initial copy runs 800 lines and capital- 


izes on “luminess,’”’ which the company defines as “an exclusive blend 


of blues.” 


(Additional News Flashes on Page 71) 
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NPA Offers Report; 
Rep. Hagen Urges 
Complete Study 


WASHINGTON — Three weeks of 
House hearings on a general post- 
age rate hike closed Wednesday 
after Jesse M. Donaldson, First 
Assistant Postmaster General, ar- 
gued that mail users ought to pay 
part of the department’s $350,- 
000,000 wage hike, as well as in- 
creased transportation, rental and 
other costs. 

As members sought to sort out:a 
mountain of conflicting claims 
about Post Office accounting and 
efficiency, Rep. Harold Hagen (R., 
Minn.) summarized his feelings 
by introducing a resolution call- 
ing for an all-out review of de- 
partmental operations. 

Throughout the hearings, mem- 
bers have uncovered instances of 
subsidies to various user groups 
and services to other government 
agencies which have been charged 
into the department deficit now 
estimated at upward of $300,000,- 
000. 


Asks ‘Efficiency Survey’ 


The Hagen resolution now be- 
fore the House rules committee 
calls for an “efficiency survey” by 
experts in the fields of manage- 
ment, transportation, personnel 
and distribution. 

It was prompted in part by an 
engineering report brought to the 
committee by Howard Ehrlich, 
vice-president of the National Pub- 
lishers Association. 

The NPA survey, prepared by 
Worden & Risberg, consulting en- 
gineer, concluded that the defi- 
ciency “could be materially cut” 
through rigid economies and mod- 
ernization of the system. 

It saw a possibility of “a more 
economical pattern of operation” 
in the 4% of the post offices that 
employ 65% of the department’s 
personnel. 

The total deficit incurred be- 
tween 1931 and 1945 could have 
been offset by a 5.2% reduction 
in costs, the Worden & Risberg 
report noted. 


Murray Suggests Board 


The Hagen resolution followed 
by one day a suggestion by Rep. 
Tom Murray (D., Tenn.), former 
Post Office Department solicitor, 
who found: himself completely 
confused by the conflicting claims 
of the dozens of business groups 
that had appeared. 

“Perhaps we ought to set up an 
independent board like the ICC 
or the CAB to fix these rates,” 
Rep. Murray said. “Congress isn’t 
able, and hasn’t the time to do a 
good job.” 

The rate board would be in- 
dependent of both Congress and 
the department, Rep. Murray sug- 
gested. Its director would have 
a long tenure of office and should 
be the “best business executive 
possible.” 

Mr. Ehrlich, the last of a series 
of witnesses on second class rates, 
warned that higher second class 

(Continued on Page 69) 
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Hubbard, AVCO 
Revamp Terms of 
Loan for KSTP 


WasHINGTON—The FCC cleared 
the way for purchase of KSTP, 
50,000-watt St. Paul station, by 
its president, Stanley Hubbard, 
after Mr. Hubbard obtained a last- 
minute modification on the terms 
of a loan obtained from Victor 
Emmanuel’s Aviation Corporation. 

Two days after the commission 
announced its intention of re- 
fusing approval of the sale, Mr. 
Hubbard and Aviation Corpora- 
tion arrived at a new agreement 
which assured the commission that 
Aviation Corporation, owner of 
WLW, Cincinnati, and WINS, 
New York, would not be able to 
obtain control of KSTP as a re- 
sult of the loan. 

Under the terms FCC refused, 
Aviation Corporation was to pro- 
vide $850,000 to enable Mr. Hub- 
bard to purchase the 75% of 
KSTP owned by the Shields- 


| Brown estates. Aviation Corpora- 
tion retained an option to buy the 
75% from Mr. Hubbard for $1,- 
800,000 six months after FCC ap- 
proved the transfer. 

When FCC turned down these 
terms, Aviation Corporation 
agreed to provide the loan with 
an option for 49% of the stock 
six months after the transfer. 


Three Years to Repay 


If the option is exercised, Mr. 
Hubbard is to receive $661,500 
for the 49% and to have three 
years in which to repay the loan. 
Otherwise, he must repay the loan 
three months after the expiration 
of the option. 

Under the revised agreement, he 
is free to make capital expendi- 
tures without consulting Aviation 
Corporation. Moreover, Aviation 
Corporation relinquished a _ re- 
quirement that it be represented 
on the KSTP board. 

The commission had announced 
its intention of refusing the ap- 
plication of a local business syn- 
dicate which had competed with 


Mr. Hubbard for the station. 
Arguing for retention of local 
control of the station, the syndicate 
had come in under the procedure 
adopted as a result of the WLW 
sale to AVCO, to propose that 
William F. Johns Sr., president of 
Ridder-Johns, national publishers’ 
representative, manage the station. 


Start Job Placement: 
Amvets to Hear Tatham 


Inauguration of a job placement 
service in advertising and allied 
fields for members and other vet- 
erans was announced at the March 
26 meeting of Advertising Am- 
vets, Chicago. W. F. Pierce, of 
Jim Duffy Company, Chicago 
agency, is chairman of the welfare 
committee and is directing the 
placement efforts. Efforts are be- 
ing made to publicize the service 
through Chicago agencies. 

At the same time it was an- 
nounced that Arthur E. Tatham, 
president of Tatham-Laird, Inc., 
Chicago, will address the Amvets 
at their luncheon meeting April 9 
at Carson Pirie Scott’s Georgian 


room. 


Baltimore Club Starts 
Third Annual Ad Course 


The Advertising Council of the 
Advertising Club of Baltimore on 
March 24 began its third annual 
advertising course, which will con- 
tinue on successive Mondays for 
seven weeks. The course, intended 
to develop a pool of trained ad- 
vertising personnel, will be ad- 
dressed by Linnea Nelson, radio 
time buyer of J. Walter Thomp- 
son Company, New York; Joseph 
A. Moran, Young & Rubicam, New 
York; George Laflin Miller (Aesop 
Glim), vice-president, Williams & 
Saylor, New York; Bert M. Sa- 
razan, Bert M. Sarazan, Inc., New 
York; George B. Dearnley, Mc- 
Cann-Erickson, New York, and 
W. D. Molitor, Edward Stern & 
Co., Philadelphia. 


Holds Silver Jubilee 


Philadelphia’s Station WIP, Mu- 
tual outlet, celebrated its 25th 
anniversary last week. The city’s 
chamber of commerce and board 
of trade presented WIP officials 
with a plaque “in recognition of 
the effective part played in the 
progress of Philadelphia.” 
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Down in the Bachaquero oil fields in Western Venezuela 
these two men must strain and grunt to tighten a bolt on 


a derrick floor ... 


There are countless other men in scores of other in- 
dustries all over Latin America who also are straining 
their arms and backs and legs . . . putting their shoulders 


into the job... 


But with the substitution of mechanical power for hand 
labor, the workers in almost every industrial field are 
becoming more productive . . . They are getting new 


tools to help .. . 


Yes, foreign countries everywhere are buying industrial 
machinery from the U. S., in such quantities today that 
this product has become our No. | export. 


In Latin America buyers and importers of U. S. indus- 
trial machinery look to Ingenieria Internacional Industria 
for information on American products ... methods... 


and standards .. . 


When you advertise in Ingenieria Internacional Indus- 
tria with an export sales story that your prospects under- 
stand—told in terms of your prospect's interests—you 
already are on the road to increased sales. 


BUSINESS PUBLISHERS INTERNATIONAL CORP. 


(Affiliated with McGraw-Hill Publishing Co.) 


330 WEST 42ND STREET 


NEW YORK 18, N. Y. 
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Borden Denies 


K&E Will Get 
Bulk of Account 


New York—Despite a rash of 
rumors to the contrary, the Bor- 
den Company has not decided to 
switch the bulk of its radio bill- 
ings from Young & Rubicam to 
Kenyon & Eckhardt nor to renew 
or discontinue the Ginny Simms 
network show placed through 
Y&R, Stuart Peabody, assistant 
vice-president in charge of ad- 
vertising, told AA. 

“We’re going through our regu- 
lar spring procedure of looking 
at what we have in radio, and at 
what changes, if any, we should 
make in the fall,” he explained. 
“We may either take a new show 
or continue what we have. We’re 
getting suggestions from all three 
of our agencies”—Y&R, K&E and 
Doherty, Clifford & Shenfield. 

Borden’s Ginny Simms show, 
on CBS Friday night, and “County 
Fair,” through K&E, on CBS Sat- 
urday afternoon, are estimated to 
represent a combined annual time- 
talent expenditure of more than 
$2,000,000. 

For the first time, all the more 
than 75 Borden ice cream divi- 
sions are uniting to promote a 
single ice cream brand—Lady 
Borden. Commercials on it will 
be carried on both network shows 
this month and a page insertion 
will run in seven magazines, 
through Y&R, in May and June. 

The new product, which costs 
about 10 cents more than other 
brands, also will be promoted by 
the divisions in newspapers, spot 
radio and other media. 


General Foods Televises 


Van Horne and Beard 


General Foods _ Corporation, 
New York, last week introduced - 
two new television series, fea- 
turing Harriet Van Horne, radio 
editor of the New York World- 
Telegram, in the first and James 
Beard, chef, gourmet and author 
of cook books, in the second. Both 
are quarter-hour programs and 
are aired during the 8:30 to 9 
o’clock reriod, Thursday evening. 
Both programs advertise Birds- 
Eye products. The agency is 
Young & Rubicam. 

The two shows were preceded 
by a 30-minute television version 
of the radio program, “Juvenile 
Jury.” GF has booked time on.-all 
three New York video outlets 
(AA, March 24). 


Trade Group to Meet 


The Pacific Northwest Trade 
Association will hold its annual 
meeting April 14-15 at the Olym- 
pic Hotel, Seattle. 


Paper is scarce and valuable 
... avoid hoarding and waste 


uae 
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THE MARTIN CANTINE COMPANY 
— SAUGERTIES, N.Y. 
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- » » Compiling Catalog Data 
on your products? 


. getting paper stock and 
printing to complete your 
much needed catalogs? 


._ keeping your prospect 
mailing lists up-to-date? 


The 1947 SUPPLEMENT Edition 


to DOMESTIC ENGINEERING CATALOG DIRECTORY is the 

manufacturer's answer to these and many similar, current 

, \ catalog and promotional problems. It is designed to give 

Ms a\\ . | a \ maximum coverage among the nation's leading buyers and 
VAN = : specifiers of the following products and equipment: 


~ 


The large annual DOMES- 
TIC ENGINEERING CATA- 
LOG DIRECTORY (pub- 
lished in Dec. of each year) 
is 8!'/.”xll” in size and 
weighs approx. 10 Ibs. 


@ HEATING @ AIR CONDITIONING 
@ PLUMBING @ FANS, BLOWERS 
@ INSULATION @ REFRIGERATION 
@ WATER SYSTEMS @ STOKERS 
@ GAS APPLIANCES @ OIL BURNERS 
@ REFRIGERATORS @ FROZEN FOOD CABINETS 
@ KITCHENS and CABINETS @ ELECTRIC APPLIANCES 
@ DOMESTIC LAUNDRY @ SPECIALTIES 
EQUIPMENT @ ACCESSORIES 


With a background of over half-a-century of successful 
catalog and publication experience, our scope of catalog 
services cover virtually every requirement. From the time- 
consuming, intricate work involved in compiling detailed 
product data (and overcoming the current paper and print- 
ing difficulties) ... to the equally important job of keeping 
a class-A prospect mailing list up-to-date .. . you'll find the 
1947 SUPPLEMENT Edition a real trouble-saver, one that 
will practically eliminate all your current catalog difficulties. 


The SUPPLEMENT Edition is 
used in conjunction with the 
large annual volume of 
DOMESTIC ENGINEERING 
CATALOG DIRECTORY. 


Scheduled for early distribution, manufacturers will find the 1947 Supple- 
ment the ideal media for placing their mid-year catalog inforniation 
directly in the hands of the buying power of the industry ... the KEY Men 
who will be responsible for the major portion of the purchasing and 
specifying in the current 3 Billion Dollar Plumbing and Heating Market.* 
This 1947 Supplement also assures manufacturers the extra advantage of 
being in the iead in tapping this market by having their latest product 
data on the buyers’ desks six months in advance of the usual annual catalog 
publication dates. 


The time is limited for space reservations in the 1947 SUPPLEMENT Edition 
to DOMESTIC ENGINEERING CATALOG DIRECTORY .. . consult your 
Advertising Agency today, or write direct to Domestic Engineering Cata- 
log Directory, 1900 Prairie Avenue, Chicago 16, Illinois. 

*Latest plumbing and heating market data available 


through your Advertising Agency, or from Domestic 
Engineering Co., 1900 Prairie Ave., Chicago 16, Ill. 


DOMESTIC ENGINEERING CATALOG DIRECTORY - |900 °20)2sOVENUE 
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Ward Nets $52,282,182 


Montgomery Ward & Co., Chi- 
cago, for the fiscal year ended Jan. 
31 had record net sales of $974,- 
256,649, up 48.8% over the pre- 
vious year. Net profit totaled 
$52,282,182, more than double that 
of 1945. About $270,000,000 was 
returned to mail order customers 
because of merchandise shortages. 
As of Jan. 31, merchandise inven- 
tories were $237,884,673 ($100,- 
000,000 higher than a year pre- 
viously) and reserves for possible 
future inventory price decline 
were $26,000,000. 


Promotes Shearwood 


National Steel Car Corporation, 
Hamilton, Ont., has promoted 
A. P. Shearwood to general sales 
manager. 


PRODUCE: 


40% nation's prunes 
98% nation's filberts 


_ Write for full story 
1135 S. E. SALMON ST. * PORTLAND 14, OREGON 


High Paper Prices 
Endanger Markets, 


Tinker Declares 


New YorK—E. W. Tinker, ex- 
ecutive secretary of the American 
Pulp & Paper Association, told the 
annual convention of the Na- 
tional Paper Trade Association 
here last week that fantastic prices 
extorted from a distressed mar- 
ket are direct blows at the free 
enterprise system. 

He warned that reports of ex- 
cessive prices for paper were cur- 
rent not only in the trade but in 
Washington as well (rumor places 
the non-contract price of paper at 
near $300 a ton). The situation 
reflects discredit not only upon 
distributors, but on manufacturers 
as well, he said. 

Conceding manufacturers and 
distributors a fair profit, Mr. 
Tinker declared: “It is essential 
that foresight and efficiency be 
used to the maximum in order 
that products of the industry re- 


main available to the public at 
prices that will not result in loss 
of markets. I am sure that... 
many industries that are taking 
undue advantage ... will find 
curtailed use of their products 
which will be hard to overcome.” 


Appoints McCarney | 


William R. McCarney, formerly 
advertising manager of the 
O’Brien Machinery Company, 
Philadelphia, has been appointed 
business manager of the Phila- 
delphia Business Almanack.. S. E. 
Mackey, formerly with Augusta 
Arnold, Public Relations, New 
York, has been named editor. 


Seek Apple Tax 


Apple Growers of Pennsylvania, 
through the Pennsylvania State 
Horticultural Society, are asking 
passage of a bill to create a Penn- 
sylvania state apple board to 
handle a $100,000 a year adver- 
tising and publicity campaign pro- 
moting the sale of Pennsylvania 
apples. The bill would levy a tax 
of one cent a bushel on all apples 
produced in the state. 


Turner Buys 2 Outdoor 
Advertising Plants 


Savannah Poster Advertising 
Service, Inc., and Price & Mapes, 
Inc., Savannah, Ga., outdoor ad- 
vertising plants, have been sold 
by Martin T. Price, president, to 
R. E. Turner Jr., president of 
Turner Advertising, Inc., Cincin- 
nati. The advertising activities of 
the two outdoor advertising plants 
have been consolidated as Savan- 
nah Outdoor Advertising Com- 
pany. 

Fred School, who has been as- 
sociated with Martin Price for the 
past eight years, has been named 
manager of production. Stephen 
G. Price has been transferred from 
the Turner organization to Savan- 
nah, where he will be in charge 
of sales, plant development and 
public relations. 


Gilman Changes Agency 

Gilman Brothers Company, Gil- 
man, Conn., manufacturer of cot- 
ton building insulation, has moved 
its account from the Edward Owen 
Company, Hartford, to Wilson, 
Haight & Welch, New York and 
Hartford. 


S FOR THE RECORD— 


ADVERTISING 


f| FIGURES THAT SPEAK FOR THEMSELVES 


revenue, first quarter 1947, 23% higher than 
_any first quarter in NEWSWEEK history. 


CIRCULATION 


for March, in excess of three quarters 
of a million. 1947 Guarantee: 700,000. 


Wherever people of means 
and influence congregate 


is in the picture! 


Advertising Age, April 7, 1947 


‘Seattle Star’ 
Sold to Sackett: 
Reveals New Plan 


SEATTLE, WasH.— Purchase of 
the Seattle Star and its operation 
as a newspaper owned solely by 
working newspapermen was an- 
nounced last week by Sheldon F. 
Sackett, Coos Bay, Ore., publisher 
and head of a group of West Coast 
newspaper and radio properties. 
The sale price was not disclosed. 

Mr. Sackett now operates the 
Coos Bay Times; Sun, Vancouver, 
Wash.; a community weekly in 
Portland, Ore., and three radio 
stations—kKOOS, Coos Bay; 
KROW, Oakland, Cal., and KVAN, 
Vancouver. In announcing pur- 
chase of the Star, Mr. Sackett said 
he plans “shortly” to have a fourth 
newspaper, the Portland Sun. In 
addition, the Federal Communica- 
tions Commission is considering 
his application to purchase KWJJ, 
Portland. If the application is 
approved, Mr. Sackett has an- 
nounced he will dispose of KVAN. 

An unusual provision of the Se- 
attle Star purchase provides that 
all stock will be owned solely by 
those active in operation of the 
daily, which is published evenings 
except Sunday. On the death, 
resignation or retirement of a 
stockholder, his shares must be 
transferred to others working on 
the paper. This provision also ap- 
plies to Mr. Sackett’s stock. 


‘The People’s Newspaper’ — 


When the transfer from the 
present ownership is completed, 
Mr. Sackett said, the Star will add 
to its masthead: “The People’s 
Newspaper — owned by the men 
who run it and run by the men 
who own it.” “By making the 
Star’s owners only lifetime trus- 
tees, by providing that no stock 
can be owned by non-working 
heirs,” he said, “the object of the 
Star is to seek to make the news- 
paper operation a profession rather 
than a business alone; in short, to 
restore a professional concept to 
journalism. . .” 

The Star, smallest of the city’s 
three newspapers, was founded in 
1899 by the late E. W. Scripps and 
was operated under his or his 
family’s ownership until Jan. 1, 
1942. At that time Howard W. 
Parish organized a group of Se- 
attle business men to buy the pa- 
per, and Mr. Parish became pub- 
lisher and general manager. He 
is to remain as general manager 
and Cliff Harrison as editor. 


O’Conner to De Regger 

Son De Regger Advertising 
Agency, Des Moines, has added 
Michael J. O’Conner, formerly 
sales and advertising manager of 
a General Electric subsidiary in 
South America, as account execu- 
tive. 
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BAYONNE 

Bayonne The Peninsula of Industry 

7th largest city in New Jersey 

Best concentrated circulation in the state 
4th largest city in diversified industry 
PLUS a permanent Naval base 

Bayonne cannot be sold from the outside 


THE BAYONNE TIMES 


NEW JERSEY 
BOGNER & MARTIN 
National Representatives 


NEW YORK CHICAGO 
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J ACKSON* believed in network radio. It had helped 


him build a successful business. 


ly 
(a4 


\ 


dropped. Competitors seemed to 
be cutting in. “Can’t blame my 
radio program,” thought Jackson. 
é “Its coincidental is 15%—good as 
ever.” 


. But as the war boom receded, sales 


But sales got worse—and at two 
o'clock one night he awoke with a start. Dreaming 
pleasantly about the 15% of homes apparently reached 
by his sales messages, he suddenly saw—for the first 
time—the 85% of homes which he apparently did 
not reach! (i.e., 100% minus 15%.) 


“What a field day for my com- 
petition,” he thought. “In 85% of 
American homes they can make 


Awful thought! No wonder 
Jackson developed insomnia. 
No wonder he sought advice 
from Marketing Research Headquarters. 


“Jackson,” we explained, “your Coincidental rating of 
15% does not measure audience size. NRI, which 
counts all your listeners, shows that your program 
reaches 21% of the homes each week. More vital than 
this, your audience changes so much—week after week 


*Not his real name, of course. 


THE STRANGE CASE OF 
JACKSON'S INSOMNIA 


—that you actually reach, each month, 51% of the 
homes. (“Cumulative Audience,” an exclusive NRI 
feature; see Chart I.) So only 49% are not reached . 
with reasonable frequency.” 


*“That’s much better,” said Jackson, “but with tougher 
competition, it’s dangerous to leave even 49% un- 
covered. Guess I'll buy some magazine space; a second 
radio show might largely duplicate my present coverage.” 


Then we explained how “Audience Duplication” could 
select a second show (Program “‘C” in Chart IT) with 
absolute assurance that it would involve very little 
duplication, reach 9 million new homes and raise his total 
market coverage to 80% (more.than 25 million homes). 


Radio got the business, because only radio could 
furnish, through NRI, the essential data on 
duplication. 


Now, in the tough post-war struggle, Jackson is pre- 
pared to meet all comers. 


He sleeps like the famous Chesapeake & Ohio kitten. 


If you sponsor a radio show 
‘ee /@ without using NRI to check its 
\\ - Cumulative Audience (Market 
Coverage), or if you sponsor two 
or more shows without NRI facts 
on their Duplication, you are 
playing roulette with gigantic 
chips. 


NIELSEN RADIO INDEX—A Complete Research Service (based on accurate electronic 
recorders) which provides, on a continuous basis, the vital facts needed in solving the pro- 
blems and capitalizing the opportunities of programming, time buying, time selling of Radio. 


NRI CUMULATIVE AUDIENCE 


21% 


2 WKS. 33% 


3 WKS. 


4 WKS. 


51% 


CHART | 


2101 HOWARD ST REET 


A. C. NIELSEN COMPANY | 


FORLD'S LARGEST MARKETING RESEARCH ORGANIZATION _ 


NRI AUDIENCE DUPLICATION 
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Launch Audience 
Research Firm 


New YorK — Donald Slesinger, 
Arthur Good and Jacques Wimpf- 
heimer have organized the Bureau 
of Communication Research, 12 E. 
44th St., to do audience research 
in radio, films, theater, publishing, 
“or anything else that has an 
audience.” 

The firm makes qualitative psy- 
chological analyses of consumer 
response and measures the effec- 
tiveness of public relations pro- 
grams. Mr. Slesinger, president, 
is a former law professor of Chi- 
cago University and former di- 


The HOSIERY Industry 


RETAILERS * JOBBERS * MANUFACTURERS 


There is only one publication 
covering this industry exclusively ° 


KNIT GOODS WEEKLY; 


ONE MADISON AVE. * NEW YORK 10, N.Y. 


rector of the American Film Cen- 
ter. He was also director of edu- 
cation at the New York World’s 
Fair. 

Mr. Good, vice-president of the 
new firm, was formerly associate 
director of the American Film 
Center, and Mr. Wimpfheimer, 
secretary - treasurer, was _ vice- 
president of the American Velvet 
Company. 


Bendheim Opens Office 


Lee K. Bendheim, formerly pro- 
motion manager of Modern Plas- 
tics and Modern Packaging, has 
opened Career Builders, a per- 
sonnel agency specializing in the 
placement of executive and office 
personnel for advertising, pub- 
lishing and radio. The new agency 
has offices at 35 W. 53rd St., New 
York. . 


Earnshaw Moves 


Earnshaw Publications, New 
York publisher of Earnshaw’s In- 
fants’, Children’s and Girls’ Wear, 
has moved its offices from 1333 
Broadway to 71 W. 35th St. 


Ad Field Faces 
Big Postwar Task, 
Lever Chief Says 


Boston—Advertising must take 
the lead in proving the free enter- 
prise system before the world by 
promoting an expanding economy 
and educating consumer and 
worker, John R. Gilman, vice- 
president in charge of advertising, 
Lever Bros. Company, said last 
week. 

He was guest speaker at the 
joint luncheon of the Advertising 
Club of Boston and the New Eng- 
land Conference for the Graphic 
Arts at the Hotel Statler. Mr. Gil- 
man, who manages one of the 
country’s largest advertising 
budgets, spoke on “Advertising’s 
Increasing Responsibilities.” 

In opening his talk, Mr. Gilman 
surveyed the accomplishments of 
advertising and analyzed _ the 
threat to the free enterprise sys- 
tem. The big fear, he said, is 


In Philadelphia—nearly everybody reads The Bulletin 


The Sunday Bulletin — first issue published February 9, 1947 


unemployment and the only an- 
swer to it is an expanding econ- 
omy. 

With the high wages prevailing 
today and the high employment, 
he said, advertising has a tre- 
mendous opportunity. America 
needs any number of things, and 
advertising must help the situation 
by creating a desire for these 
things. 

But advertising must look be- 
yond the creating of desire for 
goods, and must think in terms of 
political economy, he added. It 
must educate labor to the functions 
of management, capital and_labor. 
It must demonstrate that profits 
are necessary for the security of 
labor, and necessary for the main- 
tenance of the standard of living 
which America alone enjoys. An 
ignorant public, he warned, can 
fall easy prey to ideologies. 

Advertising must also show man- 
agement, he said, that it should 
work to increase profits by in- 
creasing the volume rather than 
by increasing the margin of profit. 
Management also, he said, must 
increase wages as production war- 
rants, in order to increase pur- 
chasing power. 


Radio Forum to Hear 
Four Presidents 


Four company presidents are 
scheduled to speak at the after- 
noon session, April 23, of the third 
annual radio conference of the 
City College of New York: Mark 
Woods, president of American 
Broadcasting Company; Carl 
Byoir, president of Carl Byoir & 
Associates; Thomas D’Arcy 
Brophy, president of Kenyon & 
Eckhardt, and James D. Shouse, 
president of Station WLW, Cin- 
cinnati. 


Opens Dictograph Drive 

A new campaign for Dictograph 
Intercommunication systems will 
be launched this month by the 
Dictograph division of Acousticon 
Dictograph Company of Canada in 
Canadian daily newspapers, fi- 
nancial weeklies and _ business 
papers, through the F. H. Hay- 
hurst Company, Toronto. 


Three Appoint Cole 


L. C. Cole Advertising, San 
Francisco, has been named to 
direct the campaigns for Nason 
Paint Company, household and 
automotive paints; Northern Pack- 
ing Corporation, consumer food 
products and dog foods; and the 
Humboldt County Industrial Pro- 
motion Committee. 


Advertising Age, April 7, 1947 
Civil Aviation 
Trade Discounts 
Held Inadequate 


WASHINGTON—Following a four- 
months’ survey of the sales mech- 
anism for private planes, the Aero- 
nautical Training Society finds 
civil aviation suffering from trade 
discounts inadequate for the low 
rate of current production. 

Dealer discounts on the sales 
of aircraft and aircraft parts are 
running only 25% or less, com- 
pared with 50% for distributors 
and dealers of popular items like 
refrigerators, radios and other 
electrical appliances, ATS says. 

“For sound growth of merchan- 
dising in any line, there must be 
either limited sales with adequate 
margins, or large volume with 
low unit profit,’ ATS Secretary 
Wayne Weissaar declared. 

“Facts prove that the aircraft 
distributors and dealers together 
are now seeking to carry on with 
the same or smaller discounts than 
the automobile dealer, who has 
in the aggregate 100 times as 
many immediate customer possi- 
bilities.” 

Mr. Weissaar noted that civil 
aviation is still an infant industry, 
with only 84,000 aircraft regis- 
tered, compared with 25,000,000 
passenger automobiles. 

Before light planes will be gen- 
erally acceptable, and econom- 
ically necessary, more airports ad- 
jacent to big cities will be neces- 
sary, he said. 

Mr. Weissaar acknowledged “the 
tide of judicial decisions are run- 
ning against location of new air- 
ports.” 


Eller Succeeds Fawcett 


Russell Z. Eller, Los Angeles, 
advertising director of the Cali- 
fornia Fruit Growers Exchange, 
has been elected a director and 
first vice-president of the Adver- 
tising Association of the West, 
replacing H. H. Fawcett, who re- 
signed because of ill health. Nor- 
man Chandler, publisher of the 
Los Angeles Times, has been ap- 
pointed to the board of trustees 
in charge of the AAW advance- 
ment of business program. 


Adopts Fair Trade 

Helbros Watch Company, New 
York, has begun to fair trade all 
Helbros watches in all states 
where suck federal trade laws are 
in existence, effective April 1. 
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* ARE YOU A "2 SECOND MAN"? 


Or to put it another way—does it take 
you just about 2 seconds to comfortably say 
“‘Dancer-Fitzgerald-Sample”’? 


If so (and that’s our time) you can ap- 
preciate the tremendous product turnover 
involved when we say: . . .“‘As fast as you can 
say — Dancer-Fitzgerald-Sample . . . 400 pack- 


A PTE So 


ages of our clients’ products are sold across 
America’s retail counters!” 


That means not just millions of sales 
per year—but billions! And that in turn means 


CHICAGO « NEW YORK . 


Sey 
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a precision advertising machine geared to the 
volume manufacture of customers at lowest cost. 


All the pgoducts we advertise are in 
highly competitive fields requiring big-volume 
turnover to pay out. And they depend very 
largely on advertising to do the job. 


Time has proved the rich rewards to be 
gained when creative “know how” and sound 
business judgment work hand-in-hand with 
forward-looking clients who know how to use 
smart advertising and aggressive sales methods 
to produce maximum sales per advertising 
dollar spent. 


DANCER-FITZGERALD-SAMPLE, INC. 
Advertising 
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Aviation Show to 
Open in St. Louis 


Sr. Lours— The first regional 
aviation and industrial exhibit to 
be sponsored by the Aviation 
Council of Metropolitan St. Louis 
will be the Metropolitan St. Louis 
Air Fair at the St. Louis Arena 
May 9-18. 

To an estimated 150,000 attend- 
ance during the 10-day show, the 
Fair will display exhibits of late 
models of personal planes and 
helicopters, plus all phases of 
aviation progress, including plane 
and allied manufacturing. 

The regional show will cover a 


THE LETTER SHOP, Inc. 


@i G. Dearborn St., Chicago 5, Hlinois 


10-state area inhabited by about 
30,000,000 persons. General chair- 
man of the show is J. Gates Wil- 
liams, St. Louis financier. The 
exposition will be directed by G. 
Tod Bates, new director of the 
National Aircraft Shows division 
of Aircraft Industries Association. 


Offers 2-Use Pencils 

Ritepoint Company, St. Louis, 
manufacturer of mechanical pen- 
cils, has added two new pencils 
to its line. One, the Sports Yard- 
age Meter pencil, has a scale with 
which the user can measure dis- 
tance up to 200 yards; the other 
is the Ritepoint patented Per- 
petual-Calendar pencil, which 
provides the calendar of the 
month after the first day of the 
month has been set. Needless to 
say, both pencils also have writing 
facilities. 


McLaughlin Joins BSF&D 

Charles E. McLaughlin has 
joined the creative staff of Brooke, 
Smith, French & Dorrance, De- 
troit. 


Port of Boston 
Plans to Launch 
$73,000 Ad Drive 


Boston—A $73,000 advertising 
campaign promoting the Port of 
Boston is being launched by the 
Port of Boston Authority, through 
Harold Cabot & Co. 

Already $23,000 has been ap- 
propriated by the state legislature 
and an additional $50,000 has been 
promised by the ways and means 
committee for use in 1948. 

The two-year program will start 
with a four-page “Boston Port 
Reporter,” which will be sent to 
shippers throughout the terri- 
tories contributing freight to 
Boston. 

To be released this summer is a 
series of advertisements in New 
England newspapers to stimulate 
increased use of Boston by ship- 
pers in this area. Other phases of 
the advertising campaign will in- 
clude pamphlets explaining the 


port’s facilities, a semi-annual 
port book containing information 
about Boston necessary for out- 
of-town shippers, and newsletters 
of special port activities. General 
publicity work also will accom- 
pany the program. 


Plastics Opens Drive 
General Plastics, Inc., Minne- 
apolis, has appointed Advertising | , 
Engineers Corporation, Los An- 
geles, to direct a promotion cam- 
paign for “Blo Y’r Top,” a new 
novelty spinning top that whistles. 


Starts Peat Moss Drive 


Northern Peat Moss Company, 
Vancouver, B. C., has launched a 
newspaper campaign on the Pa- 
cific Coast, promoting Comet peat 
moss. O’Brien Gourlay Ltd., Van- 
couver, is the agency. 


Rainsley Joins Shivell 
- William E. Rainsley, formerly 
copy director of O. S. Tyson & 
Co., New York, has joined Kirk B. 
Shivell, Inc., "Ridgewood, NN. diy 
agency, in a similar capacity. 
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Rochester, N. Y., for 
The Reader’s Digest in Arabic 


“The world’s most widely 
known products 

are advertised in 

the world’s most widely 
read magazine 
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Philip Morris 
Signs Day Shows 


for Housewives 


New YorK—Philip Morris & Co. 
will break precedent later this 
month by advertising cigarets on 
daytime radio. The company has 
signed, via Cecil & Presbrey, as 

co-sponsor of two Mutual Broad- 

casting System give-away shows, 
“Queen for a Day” and “Heart’s 
Desire.” 

More than 200 affiliates will 
carry the programs. “Heart’s De- 
sire” will be heard at 11:30-12 and 
“Queen” from 2-2:30, EST. Both 
shows are Mondays through Fri- 
days and originate in Hollywood, 
and both will plug Philip Morris 
cigarets. 

In directing programs to the 
housewife market, the agency said 
the sponsor simply is recognizing 
a trend to more women smokers. 
About 38% of American women 
now smoke cigarets; the figure has 
been rising and probably will con- 
tinue to do so for several years, 
say agency officials. 

Philip Morris is sponsoring only 
half of each program. The com- 
pany will share sponsorship of 
“Queen” with Miles Laboratories, 
Elkhart, Ind. Procter & Gamble 
formerly split the show with Miles 
but dropped its half last January. 

Philip Morris is the only spon- 
sor signed for “Heart’s Desire.” 
The show has been a sustainer 
for about four months and Mutual 
will continue to carry the second 
half. 

The company’s entry into day- 
time radio in no way affects other 
advertising campaigns, AA was 
told. It is currently sponsoring 
Milton Berle over NBC, and “It 
Pays to Be Ignorant” and “Crime 
Doctor” over CBS, all three shows 
handled by the Biow Agency, and 
recently launched a widespread 
newspaper campaign. 


Join American-Marietta 

Charles A. Conrad, formerly ad- 
vertising and sales promotion 
manager of the American Hair & 
Felt Company, has been appointed 
assistant advertising director of 
the American-Marietta Company, 
Chicago, and Anthony Edelblut, 
formerly production manager of 
the National Society for Crippled 
Children and Adults, has joined 
the company as assistant advertis- 
ing manager. Angela Maher, for- 
merly editor of Jewel Tea Com- 
pany’s house organ and copywriter 
for Phillips - Reick - Fardon, has 
been appointed editor of the 
house organ. 


CBS to Receive Award 


The Columbia Broadcasting 
System will receive the National 
Safety Council’s Award of Honor 
for distinguished service to safety 
during a repeat broadcast of Les 


] 5 eee Steel Export Corp., The Electric Auto- 
Lite Co., Gillette Safety Razor Co., Lockheed Air- 
craft Corp.—these four and many other leading 
American businesses are consistent advertisers in 
one or more of the 11 International Editions of 
The Reader’s Digest. 

These advertisers use The Reader’s Digest because 
they know that its International Editions: 


e Reach more than 21% million people in 42 countries 
e Influence the leaders in every country 


e Speak in the language of each country—a cardinal 
principle of export 


Crutchfield’s half-hour safety 
fantasy, “Before Your Time,” at 
10 p.m., EST, April 15. The first 
broadcast was made Jan. 7. 


Launches Cancer Drive 


The Canadian Cancer Society is 
launching its largest campaign 
this month, using daily news- 
papers, spot radio, posters, car 
cards and direct mail. Spitzer & 
Mills Ltd., Toronto, is preparing 
the campaign. 


The Reader’s Digest in Arabic... 


Guaranteed net paid circulation 100,000 . . . most 
widely read magazine in Arabic, reaching able-to- 
buy families in the Middle East at rates as low as 
$4.15 per thousand. 

Published also in British, Australian, Spanish, 
Portuguese, French, French-Canadian, Finnish, 
Danish, Swedish, Norwegian and Japanese editions. 


e e e 
For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y. Lackawanna 4-0900, 
or 333 N. Michigan Ave., Chicago 1, Ill. Dearborn 8331. 


An ever-growing magazine in a growing world mar- 
ket, The Reader’s Digest offers American exporters 
a strong voice overseas. 


International Editions of 


The READER’S DIGEST 


THE WORLD’S MOST WIDELY READ MAGAZINE 
Part of Every Dollar you Get Comes from World Trade 
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White Congress bickers about balancing the bud- 
get, Uncle Sam continues to shell out billions of 
dollars each year to pamper the American farmer. 
Need a new roof, a loan, expert business advice, a 
guaranteed price for your product? Well, if you’re 
a farmer, you can get all this, and more—and the 
taxpayer will foot the bill! 

Is it mainly political pressure from the farm bloc 


that keeps the government busy spoon-feeding the 
farmer? Or is this policy a wise and necessary 
way to encourage greater and more efficient food 
production for the good of the whole country? 
Either way, you will be astounded to learn in 
the May issue of THE AMERICAN MAGAZINE 
how your taxes have made the American farmer 
THE Most PAMPERED GUY ON EARTH. 


Our Readers Aren’t Babies 


4 


THE AMERICAN MAGAZINE’s editorial content is directed at 
mature, responsible peopie—people with an active interest 
in the important problems of their country and the world. 

The article this month on the government’s farm policy 
is just one example of the vital, provocative subjects 
you'll find authoritatively covered in our pages month 
after month. 

This editorial policy has built an audience of both the 
men and the women in two and a half million families. A 
large audience, an alert audience—alert to the problems of 
making a better life, alert to the products that make a better 
life. 

Dollar for dollar, page for page, no other maga- 
zine can match the multimillion male-female circula- 
tion delivered by THE AMERICAN MAGAZINE. 
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THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Smith Appoints Parsons 


J. D. Parsons, formerly district | publications of W. R. C. Smith 
manager of the Buffalo office of | Publishing Company, Atlanta. 


| F. W. Dodge Corporation, has 


DAY AND NIGHT 
POINT -OF -PURCHASE 


ADVERTISING 


Disp’ 


In RADIANT 


COLORS 


m™ BLACK LIGHT ACTIVATION mm 


DIMENSIONAL — BRILLIANT 
FULL COLOR RANGE 
While for 


VELVETONE COMPANY 


108 DAVIS STREET, SAN FRANCISCO 


dustry, 


| clothing lines. 


been appointed to represent three 


|They are Southern Power & In- 
Southern Hardware and 
Textile Industries, with headquar- 
ters in Buffalo. He succeeds May- 
nard L. Durham, who has been 
named business manager of Tex- 
tile Industries, Atlanta. 


Reliance Opens Branch 
Reliance Mfg. Company, Chi- 
cago, manufacturer of wearing 
apparel, has established a Phila- 
delphia branch sales office in the 
Brexel building for its men’s and 
boys’ style apparel and work 


Sells Sterling Process 


Exclusive rights to a process to 
make newsprint out of reclaimed 
old newspapers, known as the 
“sterling process,” have been sold 
by the American Industrial Com- 
pany, Buffalo, to Buffum & Co., 
Chicago paper mill owner and 
operator. 


Taylor Expands Drive 

E. E. Taylor Corporation, Bos- 
ton, shoe manufacturer, has 
added Collier’s to its schedule of 
national consumer publications, 
which, in addition, includes Es- 
quire, Newsweek, The Saturday 
Evening Post and Time. Trade 
publications will also be used. 


Armour Offers Ball Pen 


Armour Soap Works division of 
Armour & Co., Chicago, this 
month is running couponed ads 
in newspapers in 30 metropolitan 
markets offering King ball point 
pens for 50 cents with a Chiffon 
soap flakes boxtop. The offer was 
previously tested in Milwaukee. 
Foote, Cone & Belding handles the 
account. 


Names Dorland Agency 


Suspended Transit Systems, Los 
Angeles and San Francisco mono- 
rail transit company, has named 
the San Francisco office of Dor- 
land International - Pettingell & 
Fenton to direct its account. 


ASSCS... 


East Cciches tat Pitas. popular Chicess 7 
. Sen columnist, heard of Kathleen May, told her story. 
briefly. in his ¢olumn.. “This column is not soliciting samicibotions _ 
icone snakes oler-cak G@mayeeae* 
_ Checks for $100 camie from Sophie Tucker, the Waste 
Trade industry, Chez Paree, Don the Beachcomber, the AGVA 
_ Welfare Fund. The Irish Friends of Beilin gave $23, the 
- Wishing Well $50, hundreds of readers one to five ink 
..An anonymous donor offered a Seeing Eye dog and a 


six weeks instruction course at Morristown, N. J. (value. 


about $600)...Girl students at the Associated Models 
~~ school passed along their penny penalties for not smiing, 
» and the school management guaranteed a weekly $5 
 minimum,.A dentist offered dental work gratis... the oo 
_ Singapore Restaurant Started afund,as did the music 
publishing trade... the Latin Quartet staged a benefitshow < ; 
with top talent...the AGVA paid up her lapsed membership, 


"assured her of future emoluments. ..Mercury Records sent a 


eworeleases. For a month and a half every mail edo 
to Dale Hartison’s desk hard cash and watt-hearted 
offers for Kathleen May, ae the tidy, somal: ia $7101 


THE SUN in Chicagn moves Sina gets ‘satel = 
Started to meet an urgent need, read and respected by a 
_readers who pay a premium price of bea copy... - 
- The Sun’s over 300,000 daily and over 450,000 Sunday 
circulation doesn't reach everybody in Chicago... gs 
"But apparently The Sun reaches: enough of the right kind. 
of people to make an exceptional market place for 
advertisers...last year was a consistent enough 


ar, went totally 
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’ producer of profits to attract more than 13,700,000 lines of 
advertising. And without The Sun, no advertiser can 
reach all of Chicago, misses much of the best brains 
and buying power in the market... 
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400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 
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Promises Prompt 


House Action on 
‘AT Census Bills 


WASHINGTON—Legislation for a 
1947 Census of Business and 
Manufactures, already tentatively 
approved by a Senate committee, 
will get a House hearing shortly, 
according to Rep. Edward Rees (R., 
Kans.), chairman of the House 
civil service and post office com- 
mittee. 

The Senate measure, S. 554, 
sponsored by Sen. Albert Hawkes 
(R., N. J.) was unanimously ap- 
proved by the Senate civil service 
and post office committee March 
24, but it has been delayed until 
April 15, when the committee will 
consider an amendment to provide 
for a Census of Transportation. 

Impending House action on a 
twin bill, H.R. 1821, sponsored by 
Rep. Harold Hagen (R., Minn.) 
was announced by Rep. Rees as 
the House committee neared the 
end of more than three weeks of 
hearings on a postal rate bill. 

Rep. Rees noted “considerable 
interest” in the census bill, and 
said that he will appoint a sub- 
committee shortly to handle it. 


Census in No Danger 


While the Hawkes bill suffered 
a serious delay as a result of a 
last-minute switch in Senate -com- 
mittee plans, committee members 
indicated that the Census of Busi- 
ness and Manufactures is not in 
jeopardy. 

The bill was delayed after Sen. 
Pat McCarran (D., Nev.) com- 
plained that the Hawkes bill was 
not entitled to precedence over S.6, 
a bill establishing quinquennial 
studies of business, manufactures 
and transportation. 

Committee members acknowl- 
edged that Sen. McCarran was en- 
titled to be heard. His bill had been 
omitted from the schedule March 
24 as the result of a parliamentary 
error. 

Between now and April 15, 
committee members hope to work 
out changes in the Hawkes bill to 
assure full coverage of transporta- 
tion. In addition to the quinquen- 
nial censuses of business and 
manufactures, the Hawkes bill 
provides full authority for interim 
sample studies, to keep the data 
up to date. 


Rivet-O Plans Campaign 
Rivet-O Mfg. Company, Orange, 
Mass., manufacturer of Speed-Mo 
sponge rubber stamp pads, has 
plans for launching a campaign 
to help push dealer sales. The 
campaign will be tied in with 
other sales helps including point- 
of-sale displays and sales litera- 
ture. Special discounts are of- 
fered. Channing L. Bete Company, 
Greenfield, Mass., is the agency. 
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PY BRUCE RICHARDS CORP. 


131 E. 23rd St., New York 10 
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ADS ARE MORE enivi 
GOOD HOUSEKEEPING! 


——_r 


YOUR PRODUCT, when it is advertised in _ the advertisements in it. Thus each adver- Women know ... 


Good Housekeeping, has two reputations _tisement has greater conviction here than i ~o “ 
* Guaranteed by 


to recommend it—yours and ours. it could have anywhere else. Good Housekeeping 
And ours is a valuable plus for yours. And there is no need to tell you that the 224s sovemnstn WIS 
For the confidence women have in the in- power of conviction is a major force in Peper i.e dence gical 


the product that has it, earns it. 


| tegrity of Good Housekeeping extends to making sales. 
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THE NATIONAL NEWSPAPER 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc., 100 E. Ohio St., Chicago 11 
(Del. 1337), 330 W. 42nd St., New York, 18 (Br. 9-6431), National Press Bldg., Washing- 
ton 4, D. C. (Re. 7659). European Headquarters, 2 Gt. Bushy Drive, London N. 20 
(Hillside 1137). G. D. CRAIN, JR., president and publisher. S. R. BERNSTEIN, C. B. 
GROOMES, O. L. BRUNS, J. H. REARDON, vice-presidents. B. G. REHM, treasurer. 


Member Audit Bureau of Circulations, Associated Business Papers, 
National Publishers Association, Advertising Federation of America.’ 
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ARKETING 


EDITORIAL 
Editor, S. R. Bernstein 
Executive Editor, Lawrence M. Hughes 
Managing Editor, John B. Miller 
Washington Editor, Stanley E. Cohen 
Associates: New York: John Crichton, 
Richard K. Doan, Frances Jameson. 
Chicago: Murray E. Crain, Emily C. Hall, 
Robert Murray, Jr., Charles B. Cunning- 
ham, Jeanne Scharnberg. 
European Editor, F. A. Marteau 
Editorial Production, F. J. Fanning 
Librarian, Elizabeth G. Carlson 
Correspondents in All Principal Cities. * 


ADVERTISING 
Advertising Director, Charles B. Groomes 
Manager Sales and Service, G. D. Lewis 
Manager Promotion and Research, J. P. 
Dobyns 
New York: T. K. Worthington, O. O. Black, 
Halsey Darrow, Robert Snow, James C. 
Greenwood. 
Chicago: O. Lt. Bruns, Western Adver- 
tising Mgr. J. F. Johnson, J. C. Gafford 
San Francisco (4): Simpson-Reilly Ltd., 
Russ Bidg., Wm. Blair Smith, Mgr. 
Los Angeles (14): Simpson-Reilly  Ltd., 
Garfield Bldg., Walter S. Reilly, Mgr. 


10 cents a copy, $2 a year in the United States. Foreign 
postage extra. John H. Reardon, circulation director. 


Inequities in Postal Rates 


The hitherto suppressed report 
of Charles A. Heiss on second class 
postal rates, which ADVERTISING 
AGceE’s Washington editor dug up 
last week, contains some ex- 
tremely interesting comments on 
rates in relation to cost. 

Mr. Heiss asserts that 60% of 
the cost of handling second class 
is determined by the number of 
pieces, and 15% of the cost is de- 
termined by the length of haul— 
a total of 75% —whereas the 
weight of the individual pieces ac- 
counts for only 25% of the cost of 
handling. 

Yet, says Mr. Heiss, number of 
pieces and length of haul are 
largely disregarded in setting rates, 
with the result that “under the 
present system, pieces of light 
weight, of which there are a great 
many, pay so little postage that 
the amounts collected scarcely 
compensate for the expense of of- 
ficial: records.”’ He reports further 
that in 1944 the average of all sec- 
ond class publications paid 23% of 
the cost of handling, but that small 
publications paid as little as 2 or 
3% of handling costs ‘“‘while in the 
case of exceptionally heavy pub- 
lications with large advertising 
content, the postage may amount 


Prices, The Key 


More and more economists are 
predicting, more vociferously than 
ever before, a marked decline in 
business, jobs and income, in the 
near future, and more and more 


people are insisting that the price | 
level holds the key to general busi- | 


ness activity over the next 12 to 
18 months. 

We believe that this concern 
over the trend of the economy is 
a healthy sign, because we feel 
that an economy which moves 
with eyes wide open never en- 


| to 60% or more of cost.” 

Mr. Heiss is no friend of pub- 
lishers, but his cost analysis cer- 
tainly puts a different face on the 
postal rate situation than has been 
exposed heretofore. In the early 
stages of the hearings, and in most 
subsequent discussions, Congress- 
men have stressed the contention 
that “big national magazines 
loaded with advertising” are get- 
ting a free ride, while smaller pub- 
lications must be protected against 
increased costs. 

If Mr. Heiss’ analysis is reason- 
ably correct, the facts are just the 
opposite. The publications with 
“large advertising content” are 
paying a far greater proportion of 
their cost than the average, and 
from 20 to 30 times as great a 
share of the cost of handling as 
some of the smaller publications. 

It becomes obvious, therefore, 
that if rates must be raised to meet 


rates be adjusted so that those 
publications now paying only a 
token share of the cost of handling 
are required to pay a more sub- 
stantial part of this cost. This is 
a considerably different picture 
from that which has been pre- 
sented to the public heretofore. 


to 1947 Business 


fidence that American business has 
learned a good many lessons in 
recent years, and has no general 
intention of forgetting them. 

We were particularly intrigued 
with the recent forthright stand 
of Winthrop H. Smith, managing 
partner of Merrill Lynch, Pierce, 
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"You're absolutely right, Miss Jenkins. I'd wait another couple of years before 
| took a chance on those new synthetic tires." 


Quaintly Sharp 
national antique show, saw some 


also considerable evidence that 
| our ancestors liked some of the 
most hideous gewgaws imaginable. 
We didn’t come to scoff, nor did 
we remain to pay. 

In copy, on the other hand, one 
of the toughest jobs is to recast 


| Magic is packed in a cameo-like 


Not long ago we went to the | container 


| 
| 
| 


with the following 
tender verse—no, not verse, it 


immensely valuable things and_JUSt looks like it: 


“So young, so dear 
and so disarming 
This grateful gift 
is from my heart 
with love 


$0640 0 664666466 466 0% 


Black Magic sounds like voodoo 


Advertising 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
| AGE, 100 E. Ohio St., Chicago 11, 
Tl. 


No. 2778. Red and Green Dollar 
Food Study. 


Midwest Farm Paper Unit has 
issued this report on facts com- 
piled in an eight-month, eight- 
state study of food buying habits 
of farm and city families. Com- 
pilation was made from actual 
records of foods bought and foods 
produced at home for home use, 
and the report includes an analy- 
sis of the study by Roland S. 
Vaile, professor of economics, Uni- 
versity of Minnesota. 


No. 2779. Certified Public Ap- 
praisal. 


This report is an adaptation of 
Certified Public Appraisal Study 
No. 1, previously available only in 
chart presentation form. It is a 
cooperative study made by Walker 
|& Co., Detroit, and John Donnelly 
'& Sons, Boston, to find out (1) 
| whether the public reads outdoor 
advertising; (2) with what fre- 
|quency those who read it do so, 
and (3) whether what is read is 
| recalled. 


No. 2780. Got Something to Sell? 


| The David J. Sullivan advertis- 
ing and marketing organization 


rising costs, equity demands that | 


a modern ad, or booklet, into the drums, sacrifices at a bloodstained has issued this folder, which dis- 
language and type of another day altar under a full moon and cusses the size and importance of 
/vaguely orgiastic. And until My | the Negro market, and outlines the 

AML LAA SAAS ASS AAI \Sin comes in a lavender sachet, | special services that the Sullivan 
4 ar IMPORTANT NOTICE - § and Tabu wrapped in a dainty,| organization provides for adver- 


| crocheted shawl, we'll string along tisers and agencies. 
Mercantile Buyers 3% 


with custom, tradition and usage 


/and give our mother a bottle of | No. 2781. Scholastic Magazines 


Tho marentle byes dsr of obtaining the mnt ashonabe and creat BE | SOtch., | Market Survey 
LADIES, GENTLEMER and CHILDREN . : | Scholastic Magazines sponsored 
in am time for the it selling season, thie work is respectfully ste | . . 
| eae Jottings ‘this study, which was made by 


EBIFYING ANDO INSTRUGTIVE 


Matches advertise Lilyette bras- the Institute of Student Opinion 
| sieres as “nationally supported.” ..| and covers high school student 

Parfums Weil Paris Company’s recreation and buying activities. 
/'new perfume is spelled Antilope, The study provides an analysis of 
| the picture is of a faun, maybe answers from 15,932 boys and 17,- 
/an antelope faun... | 964 girls, ranging in age from 13 

The union at Nunn-Bush Shoe |to 19, and represents all types of 
Company, Milwaukee, recently | schools—public, private and paro- 
held a testimonial dinner for three | chial—in 44 states: 
retiring officers of the company... . 

And just to prove that this kind No. 2770. Survey on Radios, Pho- 
of relationship isn’t unique in) nographs and Records. 
Wisconsin, the officers, past and| Console radio-phonographs will 
present, of Local 1327, United make up about 50% of all radio 
Steelworkers, CIO, celebrated the | set purchases this year, according 
10th anniversary of the union at) to this survey, made by Collier’s 
Barlow & Seelig Mfg. Co. (Speed | and based on replies to question- 
Queen), in Ripon, with a dinner | naires sent to a cross section of 


to all. We are not unmindful of the fact that the cuts, admirable as they are, can 
hardly do justice to such 


SPLENDID MERCHANDISE, 
It is regrettable also that some of the items are temporarily out of stock, or not ‘> 
> immediately available as these pages go to press. However, those buyers desirous 
x of obtaining such merchandise may 


.S REMAIN UNDAUNTSD wD. 


The new shipping method known as AIR EXPRESS, made possible through the 
invention of the ingenious 


+> HEAVIER-THAN-AIR FLYING MACHINE <> 


will insure delivery in sufficient time for brisk selling during the Easter season, 
and will bring shipments to any mercantile establishment with greater 


DESPATCH AND CONVENIENCE ‘ 
BP than the speediest stage or pony express. The reader is also respectfully reminded 
that rates on this remarkable shipping service are 7 


@ EXCEPTIONALLY REASONABLE 4 


and enable one to actually reduce expenditures in the shipment of many types of 
articles. 


AIR EXPRESS 


GETS THERE FIRST 
&] 


and keep the flavor of the thing 
without loss of sales punch. Some- 


times it’s brought off well, and a 
case in point is a booklet by Air 
Express, done in the best 1890 
flier style. 


We hope you can read the copy, | 


Fenner & Beane, on the subject | because it proves how well the 


of raising brokerage rates. Said | 
Mr. Smith: | 

“Merrill Lynch strongly opposes | 
any change in the stock exchange 


/mission schedule that would in-| 


counters anything quite so bad as | 


one which moves blindly ahead, 
giving never a thought to a pos- 


'of doing business with the brok- | of 


| 
| 


crease the total cost to the public | 


erage community. . . 


company got the commercial lan- 
guage of the day, and _ still 
mustered a solid pitch for ship- 
ment by air. 


Somebody’s Mother 
We are approaching that epic 
cloying commercialism, 


Since 1942 \other’s Day. For three days pre- 


sible upset. We are encouraged, | Merrill Lynch has been affected | ceding, and for 18 hours on Der 


too, by the increasingly large seg- | by the same rising cost tendencies| Tag, you can count on hearing) 


ment of responsible business which 
is doing something about the price 
level, in an effort to stave off a 
depression which might be brought 
on by too-high prices. 

Such reductions as the recent 
International Harvester cuts, the 
numerous other signs of resistance 
to increased prices, and the forth- 
right attitude of men in high busi- 
ness places, give us added con- 


as the rest of the brokerage com- 
munity ... but total business also 
| increased and so did profits. .. 

“The industry should not suc- 
cumb to the temptation to jump 
on the higher-cost bandwagon. On 
the contrary, it should do all in its 
power to hold the line on cost to 
investors.” 

That sounds 
| self-interest. 


like enlightened 


“Mother Machree” as often as a 
Bulova time signal, and nearly 
as well done. 

The first advertiser, to our 
| knowledge, to bring out a new 
|Mother’s Day gift package is 
|Bombi Perfumer, on behalf of 
\its Black Magic. You may not 
have thought of Black Magic as 
_particularly appropriate to 
|Mother, but Bombi is several 
| fetishes ahead of you. Black 


in honor of the company manage- the nearly 3,000,000 Collier’s fam- 


ment... 

One of the recent Men of Dis- 
tinction was Robert F. Six, presi- 
dent of Continental Air Lines, 
with a beaker of Calvert’s 


clutched in his distinguished hand. | 


One of our scouts wants to know 


if this is good for an airline. Off- 


| Brower. . . 


hand, we don’t think it makes any 
difference. No one supposed that 
the distinguished horticulturist 
poured bourbon over his or- 
chids. . 

One of the craftiest ideas we’ve 
seen came from A. J. Weisbrodt, 
advertising manager of Burroughs 


| Wellcome & Co., which distributed 


baby bear charts. Parents get 
charts from doctor. Each time 
the baby cleans his plate, he fills 
in one of the squares on the chart, 
making the baby bear grow... 
Releases we never finished 
reading: “It was a lucky day for 
the airline industry when some 
16 years ago it hired a promising 
young chap by the name of Gil 


” 


‘ilies. Nearly half of the maga- 
|zine’s families, or 47.9%, plan to 
buy a new set in 1947, the study 
shows, and of this number 49.3% 
plan to make theirs combination 
radio-phonograph consoles. 


No. 2749. Food and Drug Store 
Route Lists. 

The Philadelphia Evening Bul- 
letin has published revised route 
lists covering 5,379 food stores 
and 1,670 drug stores. Each of 
the two booklets contains data on 
population make-up, number of 
dwelling units, etc., for each of 
seven areas in the city. 


No. 2758. The Making of a 24- 
Sheet Poster. 

McCandlish Lithograph Cor- 
poration has completed the third 
reprint of its booklet, which ap- 
peared originally some years ago, 
and has been used by artists, ad- 
vertising classes and art schools as 
a source book on 24-sheet poster 
production. 
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Rotogravure and colorgravure have ‘“‘eye-appeal.’’ Surveys prove 
the high reader traffic of Picture and Magazine Sections. That’s why 


FIRST 3’s Sunday Punch lands “‘right between the eyes.”’ 


FIRST 3 has a circulation of over 7,200,000, the highest Sunday cover- 
age in the three metropolitan areas of New York, Chicago and Phila- 


delphia—the families of which account for 40% of the retail sales 


and 42% of the food sales of the country. 


FIRST 3 offers two companion groups in the three most widely-read 
newspapers in their respective markets—The New York Sunday 
News, The Chicago Sunday Tribune and The Philadelphia Sunday 
Inquirer—either FIRST 3’s New Magazine Picture-Roto Combination 


or FIRST 3's Regular All-Picture-Roto Group. 


To round out your advertising schedule, as a primary medium or a supporting buy 


Your first buy is First 3 


THE GROUP 
WITH THE 


SUNDAY 
PUNCH 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


Retlegraumnre + Colergravunre 
Picture Sections » Magazine Sections 


News Building, 220 Easi 42nd Street, New York 17, VAnderbilt 6-4894 * Tribune Tower, Chicago 11, SUPerior 0044 + 155 Montgomery Street, San Francisco 4, GARfield 7946 
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and mail room equipment and, 


Ez ll Wace Dailies Destroyed portions of the executive offices. 


for subscribers. 


daily edition is being printed 
without advertising at Muskogee, ag 
Okla., about 200 miles away. _vertising Agency, Seattle, has 

Seven pages of the eight-page joined Condon as account execu- 


combination daily will be filled | 
with national and international), that with J. Walter Thompson 


news by the Muskogee Daily|Company, has been named pro- 
Phoenix, while local news is! duction and radio assistant. 


. . The newsprint storage room was 

By Fir e Publish not affected by the blaze. 
in Another City 

SPRINGFIELD, Mo.— Fire which 
on March 27 destroyed the major | Adds Two to Staff 
portion of publishing facilities of The wood fiber division of the 
Springfield Newspapers, Inc., pub- Simpson Logging Company, Se- 
Evening Leader & Press and Sun- 
day News Leader, failed to halt 
publication of a daily newspaper 


| aanistiaginnasinais 
Condon Named by Two; 


farm equipment division of the 
Marine Iron Works, Tacoma, 
Wash., have named the Condon 
. Company, Tacoma, as their 
One combined | agency. 

, Kay Shinn, formerly an account 
manager with Pacific National Ad- 


tive, and Billy Norman, recently 
released from the Army and prior 


wfcco) phoned from Springfield for the 


5 LOS ANGELES 


NEW YORK | __ eighth page. Papers are arriving | Fox Joins Rogel 


. in Springfield on a 5:30 a.m. train. | ‘ M F t 1 it 

Bie Included in the fire loss, which | _ Elias , Fe Sere Se 
ORPOR O ; : ; editor of the Herald, El Monte, 

DIR MAIL D O left this city of 80,000 with no| qa) has joined the public rela- 


publishing facilities, are files dat- tions firm of Max Rogel & Asso- 
ing back to Civil War days, press | ciates, Newark. 


Assure maximum two-way effectiveness 


with ILLUSTRAVOX sound slidefilm training 


MPLOYEE training is faster, easier, more graphic, 
and more convincing when you use Illustravox 
sound slidefilm equipment. Dramatic pictures and 
spoken words command interest — focus full attention 
on your training story. 


@ Field-proven in all types of sales and production train- 
ing, in peacetime and war, Illustravox two-way training 
is the one best way — the most effective, the least expensive. 
Trainees learn as much as 55% faster, and remember up 
to 70% longer when trained the Illustravox way. 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma mawoOxX COMPANY °- FT. WAYNE 


MAKERS OF FINE RADIO-PHONOGRAPHS 


| 


} 


© @ Over 80% of all sound slidefilm equipment now in | 


use is Illustravox. Inexpensive in initial cost and upkeep, 
too, Illustravox training proves its merit immediately in 
better trained personnel, in turn creating better business 
for you. Place your order today. The Magnavox Company, 
Illustravox Division, Dept.SM-4, Fort Wayne 4, Indiana. 
* e e 
See ‘The Illustrated Voice.” Oxtstanding commercial film of the 
year, it shows how Illustravox can best be applied to your specific 
training, selling, or promotion needs. Ask your Illustravox dealer 
or film producer for a showing today! 


Your story is SEEN. 


| 
} 
| 
| 
| 
| 
| 
| 
| 
| 


Introduced by Erma L. Oehler, pres. of the Women’s Advertising 
Club of Cleveland, Allen Billingsley, pres. of Fuller & Smith & 
Ross, gave the keynote address at a dinner which opened a con- 
ference on advertising as a career, co-sponsored by the club and 
Flora Stone Mather College of Western Reserve U., March 21. Fac- 
ulties and women students of colleges and universities of Ohio and 
neighboring states participated. . . 

Oakleigh R. French, St. Louis agency head, who has installed a 
television set in his offices, thought he had something in the way 
of a “first”? until he boasted to the owner of the property, whose 
childhood home the building used to be. According to a columnist 
in the Globe-Democrat, the owner and his brother were radio fans 
as kids, and had one of the first receiving sets in St. Louis—a 
Marconi—in 1912, then built a transmitter for a “station” they 
called WNS... 

The Georgia School of Technology, Atlanta, is offering the first 
courses in public relations ever given by a college or university 
in the South, and the 
spring quarter course 
is being taught by 
William L. Brady, At- 
lanta public relations 
counsel and v.p. of 
the American Public 
Relations Association. 
. . Margot Auer- 
bacher, publicity head 
of Alvin Gardner Co., 
New York agency, 
was guest lecturer on 
fashion promotion in 
the publicity class at 
City College, March 
Bee x 

John Paul Berko- 
witz checked in at 
Lennox Hill Hospital, 
New York, on March 
15. His father is Mor- 
timer Berkowitz Jr., 
of George McDevitt 
Co., publishers’ rep- 
resentative, and his 
proud grandpa is 
Mortimer Berkowitz DUDE—Jay J. Keith, general manager of Mace 
Sr., gen’] mgr. of The Advertising Agency, Peoria, Ill., shows his bronco 
American Weekly __ busting prowess at a dude ranch near Tucson dur- 
and Puck—the Comic ing @ visit with N. A. Winter, Des Moines agency 
Weekly. . . head, and Mrs. Winter. 


Homer Griffith, one of the pioneers in radio, who is celebrating 
the start of his 20th year in the business, has been writer, pro- 
ducer, broadcaster, station manager, time salesman and, finally, 
head of his own station representative firm. . . John R. Reitemeyer, 
exec. v.p. of the Hartford Courant, inaugurated a series of informal 
lectures on “The Newspaper,” April 1, sponsored by “Trinity Tri- 
pod,” student publication of Trinity College. Mr. Reitemeyer is 
a Trinity alumnus, class of ’21... 

Walter J. Thompson, v.p. in charge of public relations of the 
Buffalo Niagara Electric Corp., is handling publicity for the 1947 
Catholic Charities Appeal in Buffalo. .. And Albert H. Stackpole, 
publisher of the Harrisburg Telegraph, has been named Pennsyl- 
vania campaign chairman for United Service to China... A new 
member of the public relations committee of the Boy Scouts or- 
ganization in Paterson, N. J., is Samson Bosin, sales mgr. of Federal 
Advertising Corp., outdoor ad organization of Paterson. . . 

Warren Agry, ad dir. of American Home, is sporting a Phoenix 
tan. He stopped off for a week’s relaxation in the famous Arizona 
sunshine capital on his way home from the Pacific Coast. . . 


LIONIZED—Foote, Cone & Belding's European manager, Patrick Dolan, who 

served with the Office of Strategic Services during the war, receives the Order 

of the White Lion from Jaroslav Cisar, Charge D'Affaires for Czechoslovakia, 

at the Czech Embassy in London. Mr. Dolan makes his headquarters in London. 
An unidentified official approves the presentation. 


Kent Cooper, exec dir. and gen’] mgr. of the Associated Press, 
and a campaigner for world press freedom for years, has been 
appointed chairman of the World Freedom of the Press committee 
of Sigma Delta Chi. Committee members, appointed by George W. 
Healy Jr. of the New Orleans Times-Picayune, nat’l pres. of the 
journalistic fraternity, include Hugh Baillie, pres. and gen’l mgr. 
of the UP; Seymour Berkson, gen’! mgr., INS; John S. Knight, 
pres. of Knight Newspapers; R. U. Brown, Editor & Publisher, 
and Donald Hoover, Indianapolis Times. . . 

The March book of the Executive Book Club, and chosen a Book- 
of-the-Month Club recommendation is “The Rediscovery of 
Morals,” by Henry C. Link, v.p. of The Psychological Corp., New 
York. E. P. Dutton is the publisher. . . 
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OFFHAND, you might say that your product 


has three, four—maybe a dozen or so com- 
petitors. 


But as far as your advertising goes, that doesn’t 
even begin to tell the story. 


For example: 


In a recent issue of the Ladies’ Home Journal 
there were 382 advertisements. All of them were 
in direct competition for the reader’s time, atten- 
tion, and dollars. If you had an advertisement in 
that issue, you had exactly 381 competitors. 


A recent Life carried 141 advertisements. 


EIVBELG 


Competitors have Gou, ? 


If you advertised in that issue, you had 140 
competitors. 


A recent Saturday Evening Post had 175 


advertisements. If your product appeared there, 
it had 174 competitors. 


Clearly, if your sales messages are to stand 
out and sell amid that sort of competition, 


they must be prepared with unusual skill and 
ingenuity. 


YOUNG & RUBICAM, INC. 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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LBI Membership Hits 500 


Licensed Beverage Industries, 
New York, national industrywide 
public relations organization 
formed in June, 1946, reports it 
now has more than 500 members, 


including wholesalers, importers, 
vintners, brewers, distillers, ad- 
vertising agencies, rectifiers, trade 
associations, trade publications, 
brokers and other companies in 
allied industries. The member- 


ship goal for 1947-48 is double its 
present number. 


Readership 


Building 
SUPPLY NEWS 


Butler Brothers 
Makes Price Cut 


Cuicaco —A_ $1,000,000 cut in 
prices, to meet consumer resist- 
ance to high prices, has been an- 
nounced by Butler Brothers, 
wholesale mail order and chain 
store organization here. 

With February and March sales 
9 and 10% behind a year ago, the 
company operated at a loss for 
the first quarter this year, Thomas 
B. Freeman, president, announced 
at the annual stockholders’ meet- 
ing. 

Mr. Freeman emphasized the 
paradox of increased consumer 
resistance to current prices at a 
time when manufacturers’ prices 
are “holding firm.” Wholesalers 
are especially vulnerable in such 
a situation, he said, because “when 
the wholesaler’s goods back up in 
the retailer’s stores, the retailer is 
not in the market for the same 
goods except at sharply reduced 
prices.” 

J. A. Donaldson, financial vice- 


president, reported that “it now 
requires no less than $1,250 of 


capital to handle the same ton- 
nage of business that could be 
handled in January, 1946, for 
$1,000.” 


PENNEY NET DOUBLED 


NEw YorK—Net earnings of 
J. C. Penney Company in 1946 
totaled $35,494,565, compared with 
$17,367,825 in 1945, and sales rose 
from $549,149,147 in °45 to $676,- 
570,117 last year, A. W. Hughes, 
president, has reported. He re- 
vealed that the company plans to 
increase its sales of housewares. 


Offers New Massage Unit 


Hollywood Beauty Products, 
Inc., Hollywood, has introduced a 
new Beauty-Vac facial massage 
unit, equipped with two rubber 
massage cups and six-foot electric 
cord and plug and packaged in a 
black plastic leather case. A na- 
tional advertising program has 
been planned using consumer 


magazines and trade publications, | 


newspaper tie-ins, point - of - sale 
material, direct mail and radio. 


Manufacturers’ 


Inventories Set 
All-Time Record 


WASHINGTON—Depression proph- 
ets and business optimists both 
found new support for their fore- 
casts last week in the Commerce 
Department’s report of an all- 
time high in manufacturers’ in- 
ventories. The inventories rose 
$385,000,000 in January, a figure 
greater than the value of ship- 
ments into normal trade channels, 


|to reach a peak of $20,700,000,000 


at the end of the month. 
Manufacturers’ deliveries totaled 

$13,200,000,000 for January, ex- 

ceeding December’s figure by $375,- 


000,000. This increase is largely at- | 


tributable to the extra work day in 


January, however, the daily aver-| 


age remaining about the same as 
in December. Commerce reported 
that the increase was about 
equally divided between durable 
and non-durable goods, and said 
that for the first time since last 


a 


J S your product competing for shelf display space? 
If it is, it will get a better acceptance with a set-up box. 
Chief among the versatile assets of this superior package 
is its increased display space. Effective display means 
instant product identification and additional business. How 


strongly you compete at point of sale helps to determine 


your sales. Packaging your product in a set-up box will 


give you sales-producing advertising as well as safer ship- 


ping and easier packing. 


Consult: your nearest set-up box manufacturer, or 


write 


Dept. 


107, National Box 


Paper 


Manufacturers 


Association, Liberty Trust Building, Philadelphia 7, Penn- 


sylvania, for the latest developments in the packaging field. 


Liberty 


Trust 


AND COOPERATING SUPPLIERS 


Building 


NATIONAL PAPER BOX MANUFACTURERS 


Philadelphia 7, Penn 


Advertising Age, April 7, ‘94 
June there was almost no | 
purchased material invento) 
Pessimists lost no time in 
ing out that the rapid in, 
in production and the accu 
tion of record inventories jn 
that supply of goods has exc, 
demand. They foresee a cy 
in production with resultin 
employment later in the yea; 
The more optimistic, how:y., 
maintain that in view of the 
ent high volume of sales, ace) J 
lated inventories are not un) 
and that in some lines of du; 
goods, stocks are well below 
prewar average. They take con 
fort in the fact that the dep 
ment’s index of new orders 
ceived by manufacturers 
vanced 2% during January, 
trend which started in Aug 
1945. 
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No Recession As Yet 


In the April issue of Banking 


Editor William R. Kuhns ir 
|marked that “there is still a goo 
|backlog of unsupplied deman: 
| which is likely to continue as lon; 
as income figures are what the: 
are.” He pointed out that con 
mercial and agricultural loans in 
creased 45% in 1946, while rea 
estate loans were up 55%, anc 
that postwar company earning: 
compare favorably with prewag 
profits. 

Mr. Kuhns observed that the 
business recession which has bee 
predicted since the end of th 
war has not yet occurred. H 
said that industrial production 
has reached its highest peacetime 
rate, that payrolls and individua 
incomes are greater than ever be 
fore, and that some basic 
tries, such as electric power con 
panies, are operating at capacit 
and have no reserve to handle thé 
expected demand from new a} 
pliance owners. j 

The record value of inventori 
is no cause “for immediate alarn 
over the general inventory situ | 
tion,” in the opinion of the Fe 
eral Reserve Bank of Chicago. Thé 
bank qualified its statement, how 
ever, with the comment that ar 
price rise “furthers the acquis 
tion of inventory for speculativé 
purposes,” and warned that 
consumer demand should decline 
the necessity to move large i 
ventories “may produce 
over-all price decline.” 
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Offers Frozen Lobsters 


Atlantic Lobster House, In 
Boston, has entered the froze! 
foods market with fully prepar« 
and stuffed frozen lobsters, w! 
take only 20 minutes to co 
The lobsters are packed three t 
a carton. 


LeGear Promotes Three 

Dr. LeGear Medicine Compa 
St. Louis, manufacturer of p 
scriptions for livestock, pout! 
and dogs, has promoted Dr. D 
LeGear to vice - president 
charge of sales, Dr. H. W. Saw: 
to vice-president in charge ol 
search, and E. T. Moergen to | 
sistant treasurer. 


Complete Production 
facilities for 


SPOT ANNOUNCEMENTS} 
SHOWS « BANDS « AIR CHECKS | 
LINE CHECKS and : 


everything you need 

for your radio wor kf 
Chicago's Largest ) 
Independent Studio 


RECORDING CO! 
42nd floor 


20 North Wacker Drive 


Amb. 2142 @ Chicagoé @ n 
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Here it is... 


mark-1f memo 


‘The Missing Link of Advertising’”’ 


the smart, plastic, kitchen-hung shopping reminder listing brand names on detach- 


able sheets so Mrs. Housewife can’t forget what product to buy when she shops! 


Since the birth of modern advertising, every sincere 
Sales Manager, Advertising Manager, Account 
Executive and Board of Directors has wrestled with 
one unconquerable headache: how can waste in 
advertising be reduced or eliminated? 

Mrs. Housewife, multiplied by millions, sees your 
advertising, makes a mental note to ask for your 
product... then forgets all about it. Her busy mind 
is cluttered up with far too many other things to 
remember! 

With your brand name plainly in front of her... 
not soap, but Ivory soap...not ham but Swift's 
Premium Ham...she checks her Mark-ilt Memo 
shopping list, tears it off and takes it with her fo 
the point of sale where she asks for and gets what 


she saw advertised! 


Mark-It Memo is an entirely new advertising 
medium. First coverage area will be 250,000 
homes in Southern California. Only one product 
listing of a kind will be accepted. The cost to 
print your brand name 25,000,000 times (250,000 
units with 100 sheets to each Mark-Ilt Memo) is 
amazingly small, on an exclusive contract for one 
year’s showing! 15% commission to recognized 


advertising agencies. 


Ww 2 a 


SPECIAL NOTICE! L.R. d'Assalenaux, Ill, Vice- 
President, and J. H. Lucas, Sales Manager of The 
Mark-It-Memo Division of The Plas-Tex Corpora- 
tion, will be at The Roosevelt Hotel, New York 


City, starting April 10. Interviews invited. 


THE PLAS-TEX CORPORATION 


Mark-It Memo Division 
2525 Military Ave + Los Angeles 25, California 


MANUFACTURERS OF HOUSEWARES, TOYS AND NOVELTIES 
CUSTOM MOLDING « INJECTION « COMPRESSION + EXTRUSION 
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To Earle A. Buckley ; 
Rudd-Melikian, Inc., Philadel- Jergens Appoints 


oh wiktkute het ete yorum Chester Birch 
Advettising Head 


machines, has named the Earle A. 


Buckley Organization, Philadel- 
phia, to handle its advertising and CINCINNATI — Chester T. Birch 
Sales promotion. Newspapers, | moved from agency to advertiser | 


trade publications and direct mail 
will be used to announce the 
availability of exclusive Kwik- 
Kafe distributorships. 


|last week when he resigned as 
vice-president of 
| Robert W. Orr & 
| Associates, New 
| York, to join the 
| Andrew Jergens 
Company here as 
vice-president in 
charge of adver- 
tising on all Jer- 
gens and Wood- 
_ bury products. 

| Mr. Birch will 
| move here from 
| New York to as- 


DIE 
CUTTING 


' STEEL RULE DIES 


Write, wire or phone 


ADVANCE 
FINISHING COMPANY 


325 W. OHIO STREET 
CHICAGO 10, ILL. 
Delaware 5517-18 


Chester T. Birch 


left vacant by the death last 
March 17). 


had been account executive 


month of Robert V. Beucus (AA, | 


At the Orr agency, Mr. Birch | 


charge of the Jergens and Puck— 
the Comic Weekly accounts since 
joining the agency in January 


(AA, Jan. 13). He was formerly 
with Lennen & Mitchell in the 
same capacity, and previously 


with Pedlar & Ryan in charge of 
the Procter & Gamble account. 


Peck Agency Near Top 


in Schenley Billings 


In a list of agencies handling 
advertising for Schenley Distillers 
(AA, March 31) Peck Advertising 
Agency was omitted. Handling 
Three Feathers and Green River 
whiskies and Carioca rum, Peck 
is said to rank second only to 
Biow Company in Schenley bill- 


| ings. 


Canadian Ad Linage Up 


The Canadian Daily Newspapers 


sume his new position, which was | Association, Toronto, reports that 


the daily newspaper advertising 
linage was up 21.7% in January, 
1947, over the same month last 
year. By classifications, the gain 
was as follows: National 8.7%; 


in | local 25.5%, and classified 26.6%. | 


FCC Quiz Likely; 
No ‘Witch Hunt,’ 
Wolverton Insists 


WASHINGTON — The FCC was 
scheduled for a thorough going 
over by the Republican Congress 
after Rep. Charles Wolverton (R., 
N. J.) moved Monday for a full 
dress review of the administration 
of the Communications Act during 
the 13 years since its adoption. 
As chairman of the interstate and 
foreign commerce committee, he 
told the House that there has been 
considerable complaint about some 
FCC policies and procedures. 

“The inquiry is not intended as 
a witch hunt,” Rep. Wolverton 
said. “It has no purpose other 
than to make certain that the 
present laws and administration 
are making available to the people 


“Oh-h that? I always keep that in mind. 
You see I’m a space buyer, Doc!” 
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ALSO SMART TO KEEP IN MIND: 


@ The Cincinnati Enquirer has the largest circula- 


tion gain of any Cincinnati newspaper... in the 
last year, and last ten years. 
le carr » advertising lineage than any othe 
® it carries more advertising lineage than any other 
Cincinnatt newspaper. 
. It h is the lowest milline rate in Cincinnati 
Repr nted by Moloney, F nd. mitt, Ine 
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the full use of radio commu 
tions upon the terms and c 
tions that best serve the public” 

His reference to a “witch hint” 
apparently was an effort to 
suspicions that he was prop: 
a repetition of the notorious ; 
committee of 1943, which strayeq 
from FCC’s broadcast licensing 
excesses into the more sensation 
—and less significant—actiy jt ies 
of its temporary wartime short- 
wave monitoring staff. 


Complete Inquiry Indicated 
His resolution authorizing t); 


tee will go into both the radio 
and common carrier phases of 
FCC’s activity, including its regy- 
lation of domestic lines and in- 
ternational wireless and cable ac- 
tivities. 

He reminded the House that the 
original act was approved June 
19, 1934. 

“After the lapse of nearly 13 
years,” he said, “it is appropriate 
to reexamine the whole subject 
and ascertain whether and to what 
extent the original intent of Con- 
gress is being administered.” 

Mr. Wolverton did not indicate 
whether the committee would 
consider revisions of the act in 
the light of subsequent history 
Three years ago the Senate in- 
terstate commerce committee held 
extensive hearings on FCC’s short- 
| comings, but failed to agree on a 
| bill. 

Sen. Wallace White (R., Me 
who was sponsoring legislation at 
that time, is now chairman of the 
Senate committee. The commit- 
tee’s communications specialist is 
reported to be working on new 
radio legislation. 

Rep. Wolverton pointed out that 
his committee has already held 
conferences with FCC staff mem 
bers and commissioners. “The 
|resolution widens the scope and 
|'makes more effective the cours 
which the committee has _in- 
augurated and desires to pur- 
| sue,” he said. 


‘Denmark to be Host to 


|Advertising Congress 
The fifth Scandinavian Adver- 


|tising Congress will meet in 
Copenhagen from May 20-22 
Representatives of all Scandi- 


|navian countries will discuss sale 
training, advertising, packaging 
public relations, and other mar- 
keting problems. 

| The congress will feature tw: 
| exhibitions, one on advertising 
production and layout and _ the 
|other on window display. Th 
|Danish Advertising Associatio! 
'will act as host at the busines 
| sessions of the congress, the firs’ 
| to be held since the war. 


Now Caire Associates 

Caire Enterprises, New Orlea! 
| agency, has changed its name ' 
Caire Associates. 


| 
} 


| Inside type 
|NEON | 
SIGNS 


We are quantity manu- 
facturers equipped to 
produce and deliver wal! 
window and counter dis 


plays. 


The Vitroseal Corp. 


Incorporated 


28 East Electric 
Covington, Ky. 


Representation available in som 
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E LOCAL ADVERTISERS 
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wh ».« Advertise Where the Home Folks Get Results 


. damale Seattle retail grocers — chains and independents — 

consistently run 3 TIMES more advertising in The 
- ; : TIMES than in any other medium.* The TIMES carries 
0-22 ; most of the retail store advertising in Seattle. 
rl . q These advertisers know from experience. 
ar =. National advertisers in the big, growing Seattle 
ber | Market [now in the nation’s top 15 market list) can 
“ - safely follow local advertising procedure. 
oe ~ You can’t sell Seattle without The TIMES. 
ines - ‘ You can sell Seattle with The TIMES. 
first | — agile ne — pr Abii 

cee 
7 MEDIUM SELLS SEATTLE 
1e bs, 
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*Source: Media Records 


FIRST in Circulation - FIRST in Advertising - FIRST in Results in Seattle 


Represented by O'MARA & ORMSBEE, Inc. © New York ¢ Chicago © Detroit e Los Angeles e San Francisco 
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Warner Appoints Casey C&O Wil] Promote 


James F. Casey has been named 
copy chief of Harold Warner Com- 
pany, Buffalo agency. 


MISSOURISS, MARKET 
nde 


ST. JOSEPH NEWS-PRESS 
- St. Joseph Onzette 


| proved 


‘No Tipping’ Plan 


New Y6rK—Robert R. Young’s | Red Caps and railway car porters. 


Chesapeake & Ohio Railway will | 


announce a no-tipping plan in a 
| newspaper advertisement, through 
| Kenyon & Eckhardt, as soon as a 
|/new wage formula has been ap- 
three employe 


for the 


i . 
| groups involved. 


| 


The 


formula, 


providing 


for 


wage increases to compensate for 


|lack of tips, AA was told, already 
|has been approved by dining car 


Herald’ Short of Paper 
The Los Angeles Herald & Ex- 
press received no newsprint dur- 
ing the three-month strike that 
tied up the Hearst paper last year 
and has no stockpile of paper, 
contrary to an AA report March 
24, according to Roy T. Walker, 


promotion manager. Ads are lim- 


|ited to 1,000-line insertions, and 
| leeway on insertion dates is being 
: |asked of all national advertisers. 
waiters. It is being submitted to | #5*¢ 


Daniels Joins Cornell 


Whitman Daniels, recently with 
the Chase National Bank, New 
York, in the public relations and 
advertising division, has been ap- 
pointed to the newly created posi- 
tion of assistant to the president 
in charge of public relations at 
Cornell University. 


(A) 
A—Your message glows! 
Engraved lucite or etched 


glass with functional 
stainless steel base and 
trim. Concealed fluores- 


cent tube gives it unusual 
lighting effect. 


Single and double faced 1 


Eleetric Dis- 
plays that sell your prod- 
uct 


Sensational 


again 
. at the 


again and 
where it counts. . 
Point Of Sale. 


famous Streamliner ! 
lisplay that has real sales appeal 
bl 1 enamel 


14 
dels 


Sensational 


OHIO 


ADVERTISING DISPLAY CO. 
1216 Jackson St. 


. 


B-C—Parallelogram, cir- 
cular and oval type Elec- 
tric Displays with pat- 
ented frame of Neon tub- 
ing embedded in glowing 
molded plastic. Brilliant 
Neon tubing spells your 
message. 


Cincinnati 10, Ohio 


Write for full particulars 


. or send requirements. 


Sketches and ideas sub- 
mitted without charge or 
obligation. 
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“Miami Herald’ 
Calls Facsimile 
Test Successful 


MraMI — Satisfied with publi 
reception here of its two-wee, 
| test of facsimile broadcasting, the 
|Miami Herald will begin regula) 
| broadcasts next September, trans. 
|mitting four-page newspapers | 
times daily. 

More than 50,000 people jy 
Miami and Fort Lauderdale 
viewed the Herald’s radioed 
newspaper test. Department store 
show window demonstration: 
caused pedestrian jams, and larg, 
crowds attended all showings 
John S. Knight, publisher, declared 
the test proves facsimile prac- 
tical. 

The newspaper announced re- 
|ceipt of 55 requests for the fac- 
simile receiver-recorders. These 
will be offered for rent at $85 a 
month for console sets with Aii- 
FM reception and at $65 monthly 
for “table or chairside receiver- 
recorders.” No additional charge 
will be made for rolls of the spe- 
cial “Faxpaper” used. Deliveries 
will be made next summer. 


4,500 Words in 15 Minutes 


| The broadcasts were made by 
| the “Hogan-Faximile System” de- 
| veloped by Radio Inventions, Inc., 
|New York. Both transmitter and 
receiver equipment is made by 
General Electric Company. 
Regular broadcasts next fall 
will be made for the first quar- 
ter-hour of each hour, 18 hours 
|}a day. On each broadcast, fou 
8x11%-inch pages will be trans- 
mitted. About 4,500 words of copy 
can be delivered in 15 minutes. 
| During the test, broadcasts in- 
|cluded reports of events within 
two minutes of their occurrence 
|}and transmission of photographs 
|only minutes after they were 
|taken. Broadcasts were handled 
'by a four-man staff headed by 
Timothy J. Sullivan, editor of the 
facsimile paper. 


1947 


| 
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Geyer Gets New Cigaret 


P. Lorillard Company, New 
York, has named Geyer, Newell & 
Ganger to handle advertising fo! 
a new cigaret to be introduced 
this year. Advertising plans wil! 
be announced shortly. Informed 
sources told AA the cigaret would 
be king-size, similar to the Beech- 
nut cigaret marketed prior to the 
|'war, but probably not under the 
Beechnut name. 


Ready Foods to Presba 


Ready Foods Company, Chicago 
|maker of Hi-Life canned dog 
|food, has appointed Presba, Fel 
lers & Presba, Chicago, to handle 
| its advertising. Copy is appearing 
in 14 national magazines, featu: 
ing the character “Hi-Life Pu; 
Chef.” Grocery trade publica 
tions and direct mail also will b« 
| used. 


Appoints Ludgin Agency 
| Earle Ludgin & Co., Chicag‘ 
/has been appointed to handle the 
advertising of Encyclopaedia Br! 
tannica, Inc., Chicago, effectiv: 
June 4. 
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PROUD LOOK 


LOOK is pardonably proud of being 
one of the three magazines that now 


reach an audience of more than 
12,000,000 people per issue. 


The other two, of course, are LIFE 
and the SATURDAY EVENING POST. 


MODEST LOOK 


But LOOK is still quite modest—when 
it comes to advertising rates. 


It delivers its enormous audience 


for at least one-quarter lower cost per 
thousand than either LIFE or the POST. 


For all the facts and figures, 


see the LOOK representative. 


AMERICAS FAMILY 
MAGAZINE ——> 


LOO 


MOST READERS PER DOLLAR AMONG THE BIG 3 


READ BY 
12,650,000 
PEOPLE 
EACH WEEK 
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Net Time Sales 
in 46 Estimated 
at $325,890, 000 


New Yorkx—Net time sales by 
broadcasters last year hit a new 
high of $325,890,000, Broadcasting 
estimated last week. 

It put broadcast income from | 
sale of talent and similar items at | 
$20,000,000 and advertisers’ ex- 
penditures for talent and programs | 
at $65,000,000. These, it says, bring | 
the total spent for radio advertis- | 
ing in 1946 to $420,000,000. 

The net time sales estimate rep- | 
resents a 7.2% gain over 1945, | 
when net sales were $310,484,046. | 
Gress time sales last year were | 
$424,077,200, compared with $411,- | 
547,628 in 1945. Gross sales rep- | 
resent billings at the one-time | 
card rate; net time sales are gross | 
billings less frequency and promo- 


ENEWAL 


ES 


RATE 


Your advertisement in 
The Wall Street Journal 
runs in columns which 
decision makers con- 
sider vital business 
reading. 


That's why nearly 80 
of them 
year. 


renew every 


That's why The Wall 
Street Journal has an 
average readership of 
75.6% per page. 


Such intense reader in- 


terest, day after day, 
year after year, ex- 
plains why The Wall 
Street Journal brings 


isiness 


tional discounts. |housekeeping supplies gained 
The trade publication estimated | about 28%; drugs and toilet goods 
that national network volume rose|rose 3%; confectionery and soft 
1.4%; national and regional non- drinks were down 18%; and radio 
network time sales, or national | set and phonograph billings were 
spot, rose 9.7%, and local time|down 35%. Financial and insur- 
sales—accounting for a third of | ance billings rose 50%. 
the total—rose 6.6%. Local time sales, the publication 
The report shows that, although declares, appear “more nearly 
gross billings of networks did not static than national spot, and gains 
gain substantially last year, their|in local volume apparently arise 
automotive volume climbed, led | almost entirely from establishment 
by the truck and accessories ad-|of new stations and access by 
vertisers. Laundry soaps and/jothers to ‘fringe’ markets—small 


communities on the border of large 
population centers, or stations in 
small communities in rural areas.” 


McCann Sells Building 


McCann - Erickson, New York, 
which last year acquired a build- 
ing at 292-298 Madison Ave. (AA, 
March 11, ’46), has sold the struc- 
ture to Omnibus Realty Corpora- 
tion. The agency originally ac- 
quired the building for its own 
use, but now will remain at 30 
Rockefeller Plaza and 730 5th 
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Ave. The reputed price paid last 
year was $1,800,000, and the 
agency is reported to have re- 
ceived more than $2,000,000 fo; 
the property. 


Joins Coffee Council 

Ruth Lundgren, formerly with 
Win Nathanson & Associates ang 
J. M. Mathes, Inc., has joined the 
Coffee Advertising Council of the 
Pan-American Coffee Bureau ang 
the National Coffee Association. 
New York, in charge of public re- 
lations and publicity. 
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i Seca a1" ' pas Se 
= Billingsley Asks |dents and advertising people here frontier of accepting its own social| ation News and Air Transport. | 
iz x | recently. responsibility. Melvin J. Storz, who has been | 
$< More Liberal Arts | The conference was sponsored| The important function of a|Promotion and research manager 
|by the Women’s Advertising Club | liberal arts college is to develop | °f the publications, has taken over 
lor Ad Students of Cleveland and Flora Stone| characteristics of good citizenship, Mr. Anthony’s sales territory. 
| Mather College of Western Re-|he said, adding that good citizens | . | 
i CLEVELAND—Colleges should not} serve University. make the best advertising people. Electrical Group Names 
| gi say so much attention to the prac-| “We all recognize the contribu- | suits Diaiteaieiag F. H. Peters, advertising man- 
. ical aspects as to the liberal arts | tion of advertising to tl * of Frigidai ivisi 
i the ical aspec ising to the material ager oO rigidaire division of 
f the in preparing students for the ad-| world, but does it contribute all it McGraw Ups Anthony General Motors Corporation, Day- 1?” littl 
ea vertising profession, Allen L. Bil-|can to society?” Mr. Billingsley nag C. Anthony, formerly aj ton, has been named chairman of t's a little 
ati ingsley, president, Fuller & Smith|asked. H ; __ | Sales representative for McGraw- the electric water heater adver- i 
ce ny , Ross, told an Advertising-Col-| vertising ‘aa Ga pos ad-| Hill’s aviation magazines in New |tising and sales promotion com- | embarrassing 
i Casdiuiiiad' ait aitaninee dine. \teentiane” 4 y conquers/York and Chicago, has been| mittee of the National Electrical | blowing your 
leg ’ -'frontiers” and now faces the! named manager of Aviation, Avi- | Manufacturers’ Association. 
— own horn, but... 


“| 
f 
} 
P.S. These ore the official 
| = ABC figures for he 20 
; distributing units, 6 months 
ended September 30,1946, 
| 
| |... and at the lowest 
cost per color page per 
NBC is pleased and proud that its afhliates garnered 31 | 
Pa nent at its affiliates garnered « thousand of any leading 
slaques and citations when Variety passed out Show- 
aie conde oor | weekly magazine 
management honors last week. Like this, but clearly: | 
@ The American Weekly pro- 
KSTP, Minneapolis .... . “Imagination in Promotion” vides effective coverage in 
a ais . ; more communities of every 
WAVE, Louisville... ... “Responsibility to the Community” size than any other publica- 
‘ a f haw “Te a a” see?? tion ever delivered into 
WKY, Oklahoma City . . .“Expanding Radio’s Social Usefulness | Aeeatess teil. 
) WNBC, New York ..... How to Run a Radio Station | @ The Amerieen Weekly oes 
wSB, Atlanta......... “Fostering Racial Understanding” into 20% or more of the 


homes in each of 4083 com- 

munities of 1000 population 

And 26 Showmanagement citations went to 25 NBC | or more. These places include 
d mee at a ® ale | the 760 key cities where 50% 


of all retail business is done. 


@ More than 16,400,000 fami- 
lies live in these communi- 
ties—over 7,800,000 read 
The American Weekly. 


@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 


stations ... while American Tobacco’s Mr. Benny took 


a special bow. 


NBC also salutes all other stations and persons whose 


contributions were recognized in the Variety awards. 


@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


the National Broadcasting Company 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 
vertising . . . and for winning 
the enthusiastic support of local 
merchants. 


IWERICA’S NO. 1 WETWORK 


A Service of Radio 
Corporation of America 


_ THE AMERICAN 
\WEEKLY 


“The Nation’s Reading Habit” 


A Hearst Publication 
63 Vesey Street, New York 7, N. Y 
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Carborundum Elects 
Clark President 


Carborundum 
agara Falls, 
B. KR. Clark, 


Company, Ni- 
N. Y., has elected 
formerly executive 
vice-president, president of the 
company, succeeding Arthur 
Batts, who becomes chairman. Mr. | 
Clark will also be chairman of the | 
executive committee. 

At the same time, Edward R. 
Newcomb, one of three regional 
sales managers, was appointed 
director of sales engineering 


+. @ practical 


Sdverlising WSIhg Loh 


(United States) for the coated | 
abrasive division, and Boyd H.| 
Work, formerly manager of the} 
sales engineering division, was 
appointed director of sales engi- 
neering (United States and Can-| 
|ada) for the bonded abrasive di- 
vision. 


Ryan Heads Blake 


| J. C. Ryan, vice-president 
charge of operations of the Ray- 
|O- Vac lighting division, has also 
|been elected president of the 


| Blake Mfg. Corporation, Clinton, | 
manufacturer of flashlight 
Ray-O-Vac Company,| 


| Mass., 
| cases. 
| Madison, Wis., owns and operates 
'the Blake organization. D. 
| Tyrrell, first vice-president and 
general 


in | 


-|of newspaper features, 


studio organized to 
lighten your advertis- 
ing, soles promotion, 
direct mail and house 
organ work, 


MAURICE C. 


manager of Ray-O-Vac 
,and president of Blake, has been 
| named vice-president of Blake. 


/-KOIN Names Palmer 


9gl0 | John L. Palmer, formerly with 
the Portland Oregonian, and with | 
Statioris KGW and KEX, has been 
named national advertising man- 
ager of Station KOIN, Portland, | 
Ore. 


SELLERS STUDIOS 


205 W. WACKER « CHICAGO 


New York Post. 
|be director of marketing for the 


Grant fo Start 


| iservice, which will be called 
8 | Grant Gradings of Newspaper 
Rating Reports ®s= 

The service will be based on 


|reports from a minimum of 35 
‘dailies in 15 cities, Mr. Foskett 
|said, with the sample increasing 
|asS new subscribers are added. 
| Newspapers which have already 
signed for the service include the 
|New York Daily News, Cincinnati 
| Enquirer, Los Angeles Times and 
| San Francisco Chronicle. 


| 


on Press a 


Dailies’ 'Hoopers' 
to Cost $6,000; Plan 
Begins Sept. | 


| New York—A continuing study | Two Services Offered 

both na-| For $1,800, subscribers to the na- 
| tionally and for individual papers, | tional service will get 12 monthly 
| will be started this fall by B. H. | reports covering 750 syndicated 


|Grant Research, and will offer, | items, plus two semi-annual re-| 


}among other things, a national| ports which will summarize the 
| monthly readership report on syn- | readership data, break it down 
|dicated features, which amounts| by age-economic groups, sex, city 
|to a Hooperating for newspapers. | size, morning and evening papers, 
Working with the service is/etc. Subscribers also will be of- 
| E. B. (Bud) Foskett, who re- 
| signed last week as director of 


| research and promotion of the 


| 


study of an individual paper, with 
a similar breakdown, based on 


THESE NYLON 
BRUSHES TURN OVER 
FAST 


Vhis isnt Gibberish / 


It’s a Hardware Jobber’s Salesman 
selling goods... for you 


Yes, for you .. . if you tell him about your wood 
screws, red paint, door hinges, nylon brushes, or what 
have you? He’s got a date with an order everywhere 
he goes, because he does more than sell — he helps 
dealers buy! 

This man, who could be selling for you, is one of 
7,000 Jobbers’ Salesmen, representing 510 Hardware 
Wholesalers, who call regularly on upwards of 30,000 
retail hardware dealers. You can meet him at the 
“main entrance” to this 1'2-billion-dollar hardware 
market by advertising in Hardware Age... for more 


NET PAID CIRCULATIO 


The only 100% wholly voluntary, paid-in-advance trade 
circulation in the national hardware field. Renewal per- 
centage 86.99%. 


Say the word and a Hardware Age representative will call 
and present additional facts regarding the billion-dollar 


Hardware Market. 73 


Hardware Age 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


@ A CHILTON Ur) PUBLICATION ; 


* Charter Membe,* 
100 EAST 42ND STREET NEW YORK 17, N. Y. 


than 5,300 executives, buyers and salesmen in the firms 
that do 100% of the wholesale hardware business pay 
in advance to receive Hardware Age every two 
weeks. In addition, you will reach more than 19,400 
retail dealers and their salesmen, who also voluntarily 
subscribe to Hardware Age. 

You tell a// of them about your merchandise when 
you call regularly with Hardware Age! You'll be in 
good company, for 90% of the firms who fell and sell 
the national hardware market use Hardware Age — 
more than 50% exclusively. 


ON fo Se 13—-33,012 


ee 
BAB ce 


Mr. Foskett will | 


fered, for $4,200 additional, local | 
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daily interviews by one 
assigned to the city, and ayer. 
aging about five interviews », 
issue. 

Mr. Foskett says that the aver_ 
age large newspaper pays $75,099 
a year for syndicated materia) 
and has remarkably little data 4, 
base its purchases on. The Gran: 
findings—unlike some other reaq- 
|ership services—may be used fo; 
| promotion. 

The interviews will cover only 
|editorial and syndicated materia) 
plus 12 to 15 categories of classj- 
|fied advertising. Display adver. 
| tising, local or national, will be 
|}measured only on assignment. 

Newspapers subscribing wj]|| 
| start Sept. 1, and papers receiving 
the local and national package 
| will have 500 interviews, evenl, 
split between men and women. 
run in their city during the 
month. The national ratings start 
in October. 


persy yn 


per 


May Buy Competitor's 


Besides its own readership re- 
port, a newspaper may buy that 
of its competitor, providing its 
competitor does not want to buy 
the service. Syndicates may buy 
a market-by-market readership | 
report, if they like. 

Once the service is in operation, 

;}it expects to issue a monthly 
i'newsletter to advertisers, agen- 

|cies and media men, which will 

highlight readership trends, point- 

|ing out which type stories and 
|cartoons, comic strips, etc., 

|attracting higher readership. 
| As a sidelight on comparison 

| between newspaper and radio rat- 

ings, Benton H. Grant, presiden 

|;of the company, told AA a col 

|/umnist in newspapers has to pul! 

,around 40%, as compared wit! 

‘the 20 rating which will normal 

put a radio show among progran 

|leaders. Mr. Grant bought L. M 

|Clark Company in 1942. 

| The Grant gradings plan will 

|be unveiled to newspaper promo- 


are 


| tion managers at the National 
Newspaper Promotion Managers 
association meeting in Chicago 
this week. 

CBS Moves Kennett 

to Radio Sales 

| Robert Kennett, for the past 


|four years manager of program 
| relations for the Columbia Broad- 
casting System, New York, has 
| joined Radio Sales, spot broad- 
| casting division of CBS, as direc- 
| tor of commercial program devel- 
| opment, a new post. + 

| “CBS officials say the post was 
created to further service to agen- 
|cies and advertisers. Mr. Ken- 
nett will develop programs de- 
signed to meet specific sales prob- 
lems. 


Goodall Boosts Two 
Goodall Fabrics, New York, has 
promoted Robert E. McCaffrey 
from retail sales manager to gen- 
eral sales manager, and Jud E. 
Williams, with the organization 
for 18 years, to vice-president in 
charge of new product develop- 
ment and styling. 


/ 
. 
Net Paid 
Covers the Fastest growing 


Farm market in the Natio" 


SOUTHERN FARMER 
Montgomery, Alabame 


Co 
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It's the same with artwork and engravings. At 


CM&H we know that every job is unique 


and give each job individual attention. This 


A consideration marks the difference between 
run-of-mill engravings and fine 
engravings that make copy stand out on the 
advertising page. This is why advertisers and 
agencies from coast to coast trust us to 


do full justice to their finest copy. Like 


experts in every field, we watch the details 
that make for distinction. This is one good 


reason for sending your engravings to 


Collins, Miller & Hutchings * Chicago Photoengravers 
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Senate Group to 
Resume Paper 
Inquiry on April 9 


WASHINGTON—The Senate small | 
business committee said last week 
that it hoped to get publishers, 


non-newspaper newsprint 
(AA, March 31). The publishers | 
have promised to accept responsi- | 
bility for all legitimate hardship | 
cases involving daily or weekly | 
newspapers. 

Delay Recommendations 


While there was no mention of 


users | two weeks of careful study of the} handle 


newsprint situation. 

The report, which is to contain 
long-range as well as immediate 
proposals, probably will be re-| 
leased on April 9. However, it| 
may be held until April 16, when | 
the committee will take up labor 
and technical developments per- | 


newsprint manufacturers, jobbers | it, postponement of the publishers’ | taining to small newspapers. 


and magazine publishers together | 


meeting also held up release of 


April 9 to coordinate plans for | the committee’s formal recom- | Chaplin Names Buchanan 


voluntary action to relieve the 
newsprint distribution 
for small publications. 

Originally scheduled for April 
1, the meeting was postponed be- | 
cause of the Easter holidays and | 
the convention of the National 
Editorial Association, committee 
spokesmen said. 

The expanded industry commit- | 
tee was suggested by a task force 
of newspaper publishers, who re- | 
ported that local publisher groups 
would be unable to accept re- 
sponsibility for hardship cases in- 
volving labor, fraternal and re- 
ligious publications and _ other 


-WANTED - 


PACKAGE DRUG 
ACCOUNTS 


oes «0 + « « 00 join the 
growing group of 
Successful WAAT 


packaged drug advertis- 
ers— 


Successful in cash reg- 


ister results— 


Successful because 
they know that— 


WAAT DELIVERS 
MORE LISTENERS 


PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 


OTHER STATION 
---INCLUDING ALL 
90,000 WATTERS. 


New Jersey's IS! Station 


KAT 


NEWARK-NEW JERSEY 


mendations to Congress, formu- | 


Charles Chaplin has named 


problems |lated on the basis of more than| Buchanan & Co., New York, to 
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KOMA Appoints Bernard 


Joe Bernard, national sale 
manager of Station KOMA, Okla. 


the advertising for his 
new picture, “Monsieur Verdoux.” 
Advertising plans will be an-| 
nounced shortly, and the picture | : ) 
will be released through United|homa City, and Station KTUL 
Artists, of which Chaplin is a| Tulsa, has been appointed gen- 
co-owner. eral manager of KOMA, succeed- 
|ing Kenyon Brown, who has re- 
| signed. 


Pepsodent Ups Gershon 


The Pepsodent division of Lever | . js 
Brothers "Commune, Chicago, has | Magazine Moves Offices 
appointed Dr. S. D. Gershon di-| Book Merchandising has moved 
rector of new product develop-|its main advertising and editorial 
ment. Dr. Gershon joined Pepso-| offices to 61 Fourth Ave., New 
dent in 1943 as a research chemist. | York. 


Give the worker the FACTS 


THE IRON AGE * 


HARDWARE AGE «+ DEPARTMENT 
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BOOT AND SHOE RECORDER * 
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= appearance on ABC’s 
AdvertisingCan 3 
= It is the opinion of his firm that 
Build Confidence, American industry will show its 
greatest power in the months 
Says James Fayne ahead, he said. 


New YorK—American industry 
should advertise itself, its prod | 
yets and its special skills and thus | 
puild confidence throughout the 
country, James A. Fayne, partner 
in Bache & Co., New York bro- 
xerage firm, told the radio audi- 
ence in making a recent guest 


national situations are unsatisfac- 
| tory, American investors have ex- 
|pressed confidence in the future 
by buying more securities than 
they have sold, Mr. Fayne de- 
clared. The confidence is there 
‘and can be stimulated by indus- 


| 
| 


Although the labor and inter- | 


|}ent “Vox Pop” show in favor of 


“Headline; try’s advertising campaigns, he | May 27 when the Godfrey show 


will take over as a sustainer until 
July 1, 
| assumes 


Said. 


4 P sponsorship. 
Lever Replaces ‘Vox Pop 
with ‘Talent Scout’ 

Lever Brothers Company, Cam- 
bridge, is renewing its Tuesday 
evening, 9-9:30 spot on CBS for | 
52 weeks but will drop the pres- 


;}Same as now, Lipton’s tea and 
| noodle soup. 


‘McCall's’ Ups Rates 


Effective with the September, 
1947, issue, McCall’s Magazine, 
Arthur Godfrey’s “Talent Scout”|New York, will increase its basic 
program, according to officials of | page rate from $8,200 to $9,000, 
Young & Rubicam, the agency. | based on a net paid circulation of 

“Vox Pop” will continue until! 3,600,000. 


_ 


and he will fight for 
CAPITALISM! 


Management must clear the atmosphere now—with facts— 


of the constant barrage of untruths about Capitalism! This 


insidious tide of propaganda, so systematically prejudicing 


labor, must be turned. Unless the workingman is helped to 


understand Capitalism and what it means to him, he can 


destroy it. 


This, then, is the obligation of management, a responsibility 


too long neglected: To make the facts known; to compare the 
luxuries enjoyed by all types of people in the United States 
with the miseries and hardships in almost every other country 
in the world. The workingman will gladly fight for Capitalism 
if he clearly understands that only Capitalism offers him the 


highest possible standard of living. 


We, at Chilton, feel that Capital—management, too—has a 
public relations duty to perform. A duty that cannot, must 
not, be neglected; a duty that demands the constant repeti- 
tion of the true, basic facts about Capitalism and the part it 


has played in our progress. 


CHILTON COMPANY, (INC) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


100 East 42nd Street 
New York 17, N. Y. 


OURNAL AND REVIEW OF OPTOMETRY + THE JEWELERS’ CIRCULAR-KEYSTONE »*« AUTOMOTIVE AND AVIATION INDUSTRIES 
ACTION © THE SPECTATOR PROPERTY INSURANCE REVIEW «+ DISTRIBUTION AGE 
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a | 


the date Lever Brothers | 
Products | 
| advertised by Godfrey will be the | 


— 
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HOSPITAL 


MANAGEMENT 
now 

has the 
highest 
hospital 
circulation 
ever 
reached 

in the 
field by 
any 
publication. 


It reaches 
more hospital 
people 

than subscribe 
and pay 

for any 

other 

hospital 
journal. 


=—_ 
For Detailed 
Reference Data 


See 
THE MARKET 
DATA BOOK 


Business 


Publications 
Edition 


AUCH HI 


100 E. Ohio St. Chicago 
330 W. 42nd St. New York 
68 Post St. San Francisco 
William-Oliver Bldg. Atlanta 
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Higher Mail Fees May Bring 
Heavier Airmail Charges, Too 
WASHINGTON—If the Civil Aero- 
nautics Board grants the petitions 
of a dozen or more airlines for 
higher mail fees, it is a good bet 
that Congress will push airmail 
up to 6 cents. At 5 cents, the 
service is barely paying its way. 
There may be a 3-cent airmail 
postcard to ease the blow to the 
Air Transport Association, which 


By STANLEY E. COHEN, Washington Editor. 


worked for the lower rate last 
fall; and there may be an effort 
to popularize airmail parcel post, 
though, here again, a serious rate 
problem appears. 

Some members feel airmail 
volume would hold up at 6 cents. 
“After all,” they say, “that means 


an extra stamp gives a letter 
wings.” They think it is more 
convenient to use two 3-cent 


.stamps than to hunt for a 5-cent 


stamp anyway. 

Former Congressman Bob Ram- 
speck, ATA executive vice-presi- 
dent, claims that the Post Office 
fell down on “follow through” ex- 
ploitation of 5-cent airmail after 
ATA and its member airlines teed 
off with high powered promotion. 

Ramspeck claims many post- 
masters quote incorrect rates, and 
that mail chutes often have pre- 
war 6-cent and wartime 8-cent 
stickers. “The Department’s 
greatest need is a sales manager,” 
he told the Senate postal com- 
mittee, 

* Bo % 

Representatives of some of the 
business organizations that have 
been screaming for “economy” are 
privately embarrassed by the 
stripping that the House admin- 


istered to the Bureau of Labor 
| Statistics. Without debate, the 
|House clipped $1,000,000 off the 
| $3,273,000 recommended by the 
|appropriations committee. 
|stands, BLS gets $2,273,000 after 
| asking $6,750,000; it will dismiss 
1,000 of its 1,600 employes and will 


put its price index on a quarterly 
basis; discontinue reports by city. 
“We need the data,’ perplexed 
business spokesmen say. “But how 


restore a cut?” 

When the Navy adopted ‘“cen- 
tralized purchasing” for its ships 
stores a few weeks ago, whole- 
| Salers, jobbers and _ distributors 
|who formerly sold to local ships 
stores got a sympathetic hearing 


DAN A. CARROLL, NEW YORK 


THE JOHN E. LUTZ COMPANY 
CHICAGO 


What’s Happening 
In Washington, D. C. ? 


1946 BUSINESS 


In 1946, retail trade in the Washington, D. C. 
retail trading zone approximated $1,000,000,000. 
—the highest in history. This estimate represented 
a 22% increase over 1945 and 64% over 1941, 
the last normal trading year before the war. 


1947 BUSINESS PROSPECT 


Retail trade i the Washington, D. C. metropolitan 
area has not declined from the peak reached in 
1946. Recent figures of the Federal Reserve Bank 
reveal that Washington will again experience a 
one billion dollar trading year, if spending con- 
tinues at the same pace as in January and Febru- 


ary of this year. 


THE EVENING STAR 


Close examination of the AAAA Reader Survey, 
A.B.C. statements, and Media Records reveals that 
the surest way to reach and influence Washington 
consumers is to advertise in The Washington Star. 
Better than 94% of The Star's circulation is within 


the ABC City and Retail Trading Zone. 


With 80% 


of this circulation home-delivered, it is easy to 
understand why The Washington Star is essential 
to any advertiser who wishes to reach this billion 


dollar a year market. 


As it| 


drop most of its commodity data; | 


can we ask Republican leaders to | 
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| Sone Congress. Now the Arm, 
|Exchange Service is centralizins 
control of its eastern seaboard 
operations in the interest of efj- 
ciency. But the Army has {¢ 
pains to reaffirm its intention 
‘permitting local procurement 
through the ordinary channels. 


Bo * ae 
Reliable correspondents report 
|that Commerce Secretary w 
| Averell Harriman unsuccessfully, 


|tried to persuade “big steel” to 
lead off with some important price 
cuts, to break the “inflation 
spiral.” Despite unusually 
profits, “big steel” was not im- 
pressed, the account goes. Down- 
town and on the Hill officials are 
trying to exploit the Ford and 
International Harvester price cuts. 
|in hope that they will “catch on.” 
One plan calls for a Congressional 
| “hearing” to permit the two firms 
ito explain their hopes and pur- 
poses. 


high 


* & #& 

Roy Hofheinz, president of the 
Frequency Modulation Associa- 
tion, has been granted a standard 
broadcast station as an affiliate of 
KTHT, his FM station already on 
the air. The Commission noted 
that Hofheinz “proposes a very 
meritorious program service” and 
that the record discloses that his 
FM operation “has rendered a val- 
uable public service in the Hous- 
ton area.” With Chairman Charles 
Denny and Commissioner E. K 
Jett dissenting, the commission 
rejected more power for KFYO, 
Lubbock, Tex., a newspaper- 
owned station. The majority voted 
for a second, non-newspaper sta- 
tion for the community. 

* * & 

Rep. Joseph P. O’Hara (R., 
Minn.) would levy a fine of $100 
on any business engaged in inter- 
state commerce which _ strayed 
from “standard time.” His bill, 
H.R. 2740, now before the House 
interstate commerce committee, is 
designed to “kill” daylight saving 
time. 

* ok 

Commerce Department is prom- 
ising to lend its personnel to as- 
sist in area and community eco- 
nomic and _ industrial planning. 
The work will be carried out 
largely through the field offices, 
in conjunction with state plan- 
ning and development agencies. 


As they passed on to labor prob- 
lems of small publishers, members 
of the Senate small business com- 
mittee indicated that the news- 
print “remedies” would rest with 
publishers for the present. Un- 
less too many “legitimate” distress 

| cases are turned down, the com- 
|mittee will not go beyond the 
voluntary sharing worked out 
with the publishing industry. 
There is hardly a member of 
|Congress who is not personally 
familiar with newsprint “hard- 
ship” cases. If these complaints 
continue to come in, the reactio! 
could be severe. 


Nat'l Affairs Bureau 


Issues Export Magazine 
The Bureau of National Affairs, 
Washington, has issued ‘Interna- 
tional Trade Reporter,” said to be 
the first organized guide to al 
information on shipping, packing 
manufacturing, marketing anda ! 
nancing suppliers. Complete 
two loose-leaf volumes, the “Re 
porter” will be supplemented an 
revised weekly from Washingto! 
The Bureau of National Aff: 
is a private organization enga: 
in publishing daily and week! 
reports relating to current /e§ 
and economic subjects, | t 


24th and N Sts., N.W. 


Promotes Cooper 
McCrae J. Cooper, a 
and former manager of thé 
ronto and Kelowna, B. C.. | 
of the Canadian Advert 
Agency Ltd., been pr‘ 
to manager of head 


Montreal. 
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Life,’ Ex-G.Ls 
Cite Benefits in 
Retailer Program 


New YOrK—Life’s “Retail Rep- 
sentatives” program has _ ren- 
pred a real service, not only to 
e miaagazine and the young ex- 
grvicemen who worked under it, 
wt to national advertising and 
etailers in many fields, the pub- 
sation concludes in a special re- 
rt on the plan. 
Life launched the program late 
, 1945, as a means of offering 
actical training to ex-service- 
en who wanted jobs in advertis- 
s, selling and merchandising but 
ked actual experience. Eighty 
Retail Representatives” were 
elected from among hundreds of 
jlicants, to undergo a two-week 
loctrination period and move 
to a particular territory and 
ntact retailers (AA, June 24, 


‘To build the list of 15,000 U. S. 
eailers that the RRs now visit 
esularly,” said Life, “the men 
illed on many times that number 
{store owners and operators. Up 
to Jan. 1, 1947, the RRs’ personal 
lls and educational visits in the 
major retail fields have totaled 
g20.” 
Since the start of the program, 
7 men have held jobs in the re- 
representatives group, and 
ere has been a total turnover of 
men. Ten have been advanced 
other jobs within Time, Inc., 
id other RRs moved on the jobs 
other companies. 
The RRs themselves, said Life, 
gree on these major benefits: (1) 
They have gained greatly in busi- 
ess self-confidence and initiative 
since leaving service; (2) their in- 
vidual goals “have been tre- 
endously clarified, and _ their 
siness horizons have expanded 
nsiderably”’; and (3) “they have 
ved the difficult riddle of seek- 
g jobs as an avenue to experi- 
ence, yet finding experience a 
equisite road to jobs.” 
In addition, said Life, the pro- 
am has increased many dealers’ 
lerstanding of the local power 
f national advertising, and has 
timulated wider and sounder pro- 
of merchandising action in 
etail stores. Numerous retailers 
€ quoted on the sales results ac- 
mplished through suggestions 
nade by the RRs. 


Appoints Keyes 
Paul W. Keyes, Yankee Net- 
rk writer-producer, has been 
ointed by the executive com- 
ttee of the New England Com- 
ee on Radio in Education to 
a resource expert for the 
in Education Workshop at 
1 University. The work- 
course, which will extend 
July 7 to 25, will be con- 
in collaboration with sev- 
,oston radio stations. 


bhnson Elected V.P. 
Rickard & Co., New York, has 
1 James W. Johnson, account 
ive since 1945, a vice-presi- 
f the agency. Before serv- 
ur and a half years as a 
aviator, Mr. Johnson was 
Batten, Bartin, Durstine & 
and Crowell-Collier Pub- 
Company, New York 


3¢ts Monsanto Export 


anto Chemical Company, 
luis, has appointed Irwin 
ir & Co., New York, to 
export advertising Do- 


idvertising for Monsanto 1 
1 by Gardner Advertising 
ny, St. Louis 


“ughlen Appointed 

am Coughlen, formerly 
er of the Dayton Retail 
ints Association, has joined 
irt Brothers, Inc., Evansville, 
init of the General Foods 
ition, as assistant advertis- 
inager. 
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Almost every day new textile-apparel brands appear . . . in yarns, 


nen 


fabrics, finishes, buttons, fasteners, shirts, socks, suits, and hats. But not 


a fabric, or to a finished product like a shirt or suit, the same brand- 


building principle applies. To be successful, the brand must first be of 
intrinsic merit; secondly, it must be promoted aggressively and consist- 
ently throughout the sprawling, interrelated, family-like community 
known as the textile-apparel industry. 

One advertising medium reaches the entire textile industry in all its 
complicated ramifications from producer to retailer... DAILY NEWS 
RECORD. That’s why the RECORD carries the regular advertising sched- 


ules of the recognized textile brands. 


News Record 


FAIRCHILD PUBLICATIONS ‘ 


FAIRCHILD BUILOING—NEW YORK 3, N Y 
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Crosley Expands Line 


Crosley Motors, Inc., Cincinnati 


has added two new passenger 
models and a quarter-ton truck 
to its line. The passenger model 


are a convertible, which comes in 


a variety of colors and is up- 
holstered in simulated pigskin, 
and a two-door sedan, with de 
luxe equipment becoming stand- 
ard. The truck has a two-pas- 
senger enclosed cab. All cars are 
equipped with the 26.5 horse- 
power Cobra motor (AA, March 
3). 


Pitt House Organ 
Reporters Given 
Special Training 


Cuicaco —A “first” in employe 
magazine publishing was hung up 
here when 22 office and shop em- 
ployes of “Pittsburgh People,” 
ternal house 
Plate Glass 


in- 
Pittsburgh 
Company, completed 
a four-day course in_ industrial 
journalism at the Medill School 
of Journalism, Northwestern Uni- 
versity. 

The group of plant reporters was 


organ of 


brought here from Pittsburgh’s 
plants in Pittsburgh, Barberton, 
O., Natrium, W. Va., Creighton, 
Pa., Baltimore, Md., Milwaukee, 
Newark, Ford City, Pa., Crystal 


City, Mo., Mt. Vernon, O., Detroit, 
Clarksburg, W. Va., Zanesville, O., 
and Henryetta, Okla. 

They went through an intensive 
four-day training program de- 
veloped especially by Medill 
School in cooperation with New- 
comb & Sammons, consultant on 


employe publications for Pitts- 
burgh Plate Glass. 

The group was directed by Guy 
Berghoff, the company’s director 
of public relations, and by Editor 
Norman L. Park and Associate 
Editors Lee P. Smith and Charles 
A. Betts. The company recently 
restyled its publication into a Life- 
size picture magazine, to be issued 
monthly beginning in May, follow- 
ing a detailed analysis of the ef- 
fectiveness of its existing publica- 
tion. 


Plans Aeronautics Series 


Spartan School of Aeronautics, 
Tulsa, Okla., will launch a series 
of eight full page vocational guid- 
ance ads for aviation trainees in 
the June issues of national avia- 
tion publications. Potts-Turnbull 
Company, Kansas City, Mo., is the 
agency. 


Appoints Stockdale A.M. 
Alan 


Stockdale has been ap- 
pointed advertising manager of 
Mecanica Popular, Spanish edi- 
tion of Popular Mechanics, Chi- 
cago. 


Had No Part in Steel 
Black Market, Ad Says 


Jones & Laughlin Steel Corpo- 
ration, Pittsburgh, ran a one- 
time insertion in newspapers and 
a business paper recently to em- 


phasize that, although ‘some 
small transactions have been un-| 
covered” in the steel black mar- 


ket, “we have not participated in 
it. We will continue to dis- 
tribute in normal, legitimate 
channels only.” 

The insertion, through Bond & 
Starr, Pittsburgh, ran in the Chi- 
cago Journal of Commerce, Cleve- 
land Plain Dealer and Press, De- 
troit Times, New York Herald 
Tribune and Times, Pittsburgh 
Post-Gazette, Press and Sun-Tele- 
graph, Wall Street Journal, Wash- 
ington Post and American Metal 
Market. 


CBS Elects Directors 


Columbia Broadcasting Sys- 
tem’s affiliates advisory board has 
elected two new members and re- 


elected seven former members. 
The two new members are Rich- 
ard Borel of WBNS, Columbus, 


O., and George Higgins, of KSO, 
Des Moines. 


in full swing! 


HOUSE BEAUTIFUL 


and only 
House Beautiful 


put over 


“BETTER your home... better your LIVING” 


How far will an idea travel? No matter how big it is, it won’t go farther 


than the force behind it. For years the inspiring, action-compelling 


pages of House Beautiful Magazine have exerted a force... have swung the 


homemaker into action on ‘Better your home... better your Living.” That is 


the purport and the purpose of every page of House Beautiful Magazine. 


Last year our message became a Crusade. Manufacturers joined the 


swing to “Better your home. 


better your Living.” Retailers gave it 


added impetus with 4,944,000 lines of advertising on their own hook. 


Swing it 


to hit the furniture and home 


It's flying high 


You bet! It’s now the biggest single 


promotion ever 
industry. . 


Why not join the 


furnishings 


act? 


HOUSE BEAUTIFUL put it over, as only HOUSE BEAUTIFUL 


could have 


for here are more than 400,000 families 


pre-conditioned to the idea of bettering their homes 


bettering their living by the pages of their favorite 


home magazine 


the 400,000 leading families who swing 


the buying trends in their communities. There's good 


reason why House Beautiful is the leading medium among 


more magazines in advertising linage.. . 23 
the next magazine in the field during 1946 


MAGAZINE 


ahead of 


.Housk BEAUTIFUL 
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CBS Launches 
Co-op Sales Drive 


New YorK—The co-op 
of the Columbia _ Broad 
System, organized March 
its first two weeks of prom 


efforts among the net’s 16¢ fil 
iates have produced ing F 
about co-op programs and “al 
| tices, from 125 of them. 

The division is prepari ‘ 
streamlined sales presentation 
which will be mailed “by thd 


thousands” to stations, station rep- 
resentatives and advertising 


cies in about two weeks. 


The new material will de 
available shows in detail 
promise clients plenty of ( 
chandising help in the fon 
newspaper mats, program ap- 
nouncements for radio, pres: 
leases, publicity photos, poste: 
and dealer and customer lette, 

The sales presentation empha- 
sizes changes in the formats of 
a sports and general news pro- 


|gram which give a sponsor time 
ito include local news items. 


CBS is following the lead o; 
Mutual and ABC in telling na- 
tional advertisers that by signing 
as co-op sponsors they can build 


sales in slow areas. 

CBS has seven co-op shov 
now, compared to NBC’s seven, 
ABC’s 12 and Mutual’s 14. A 
nets but NBC say “addition: 


shows anticipated.” 


RECORDING SALES 
LIFT CBS PROFITS 

NEw YorK — The Columbi: 
Broadcasting System’s annual re- 
port for 1946 showed gross income 
of almost $92,000,000, compared t 
the previous year’s $86,000,000 
Net income from operations wa 
also higher, $5,795,896 compare 
with 1945’s $4,308,627. 

Net income for 1946 was $5,795,- 
896; 1945’s was $5,345,641, an in- 
crease of over $450,000, reflect 
in a $3.37 earning per share fro 
operations as compared to 1945's 
$2.51. 

A CBS subsidiary, Columbia Re- 
cording Corporation, recently re- 
named Columbia Records, Inc., ‘ 
counted for the increase by rais- 
ing its own net income from about 
$197,000 in 1945 to almost $1,890,- 


aC= 


000 in the present report. The 
recording company _ contributed 
32.4% of the CBS total net income, 


compared with only 4.6% in 1945 

In a statement to stockholders, 
William S. Paley, board chairma! 
and President Frank Stanton sai 
a number of advertisers had cur- 
tailed campaigns because of ma- 
terial shortages, resulting in a de- 
cline of 8% in revenue from time 
sales. 

New programs designed to maké 
a better balanced schedule, tele- 
vision activity and wage increases 
adversely affected operating 
profits, said the statement. 

Eighty-one clients advert 
nearly 150 products or services 
the net during 1946, with “more 
advertisers using its facilities e*- 
clusively than any other netwo! 


To McCann-Erickson 


Corn Products 
pany, New York, 
McCann-Erickson, New Yor! 
handle advertising in_ S¢é 
Latin American countries, H 
and the Philippines for Ars 
Mazola salad oils, Karo 
Kre-Mel prepared desserts, ' 
Maizena Duryea. C. L ; 

' 


Refining C i 
has appt 


Company, New York, direc! 
mestic advertising for the 
pany. 


Meek Joins Diorama 
Philip Meek, formerly | } 

of the New York office 0! ; 

H. Jones Company, Cl 

has joined the Diorama C 

tion of America, New Y 

representative of its Trav: 

minal Diorama Network 
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Dailies Get ‘47 
Ad Series for 
Hot Foot Line 


BIRMINGHAM, ALA. — American 
*hemical Company plans to launch 
its 1947 campaign of small-space 
paper advertisements for Hot 
Foot insecticides early this month 
and continue the series through the 
fy and mosquito season.” 
Consumer ads will emphasize Hot 
Foot residual spray, which con- 
tains 5% DDT and pyrethrum. 
Business paper ads will stress this 
eaviest selling product, but also 
vill call attention to the 13 other 
tems in the Hot Foot line. 
American Chemical plans to use 
)-inch, 1-column ads, with illus- 
trations and brief copy, in 155 
suthern, southeastern and mid- 
estern newspapers, running as 
frequently as three times weekly. 
Tie in material will supplement the 
program. The budget will 
e about the same as that for 1946. 


pace 


J. B. Hazelrig, president, said 
established manufacturers expect 
arger sales than in 1946. Many 


fly-by-night” companies took ad- 
vantage of the public’s enthusiasm 
for DDT last year, but the great 
ajority did not survive, he said. 


American Chemical operates an 
export department in Memphis 


nd intends to open foreign mar- 
ets as soon as possible, as well as 
ntinuing to expand its U. S. 
territory. 
Liller, Neal & Battle, Atlanta, is 
the agency. 


Ups Murray, Jenkins 
The New York World-Telegram 
as promoted Richard A. Murray | 
to assistant to the advertising di- 
ector and Harry Jenkins to man- 
ser of the department store di- | 
ision. Mr. Murray has been with | 
the advertising department:for 14 
years, the last six as manager of | 
the department store division. Mr. | 
Jenkins joined the Telegram in| 
928, became retail advertising | 
anager of the New York Times 
1940, and rejoined the Tele- 
jram in March, 1943. 


SO to Make Detergent 


Standard Oil Company of In- | 


liana, Chicago, has developed aj, 
lew detergent and will build a} 
lant to produce it “rather sub- | 
stantially,’ A. W. Peake, presi- | 
lent, has announced. The annual | 
report for Standard and its sub- 
idiaries shows net earning last | 
ear totaling $67,649,785 on gross 


neome of $667,639,570. 


> s i ee ae ee = 4 
4 : 4 


} the West 


% Los Angeles 


Flying us the copy, layouts, mats 

or plates saves time and money 
when you have anything to print 

on newsprint . . . black, color or 

process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


Balch Joins Cabot 


Henry G. Balch, formerly gen- 
eral superintendent of the St. 
Johnsbury and Lake Champlain 
Railroad and the Barre and Chel- 
sea Railroad Company, has joined 
Harold Cabot & Co., Boston, as an 
account executive. 


Gets Watch Account 


Norman M. Morris, Inc., has ap- 
pointed Lewis Advertising Agency, 
Newark, N. J., to handle adver- 
tising on Mathey-Tisset watches. 


To Robert Holley Agency 

Dorn & Kirschner, Newark, 
manufacturer and distributor of 
musical instruments and acces- 
sories, has placed its advertising 
with Robert Holley & Co., New 
York. Trade publications and di- 
rect mail will be used. 


Will Sponsor Ski Party 
Stag Mfg. Company, Portland, 
Ore., maker of ski togs, through 
Abbott Kimball Company, Los 
Angeles, will be host at a ski party 


at Timberline Lodge, Mt. Hood, 
Ore., May 1-3. Thirty fashion edi- 
tors will be flown by United Air- 
lines Mainliner from Los Angeles 
May 1, and 15 fashion editors and 
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newsreel representatives will leave 
New York April 30. The highlight 
of the party will be a_ fashion 
showing of White Stag’s 1948 line 
Friday morning, May 2. 


Your advertising to a 


most profitable field through 


the most profitable medium 
will produce the best results 


oftoe 


aaa i 


GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


“The simplest way to open a mind is through an interesting bit of information” 


a 
TIME 


ADVERTISING OFFICES - 


‘TIME 


NEW YORK + 


é . 


with incomes To match 


CHICAGO + BOSTON + PHILADELPHIA 


CLEVELAND -« 


oxy 
AY, 


YY “« 


= 


Offering advertisers the best customers 
of best stores everywhere 


DETROIT ST. LOUIS 


SAN FRANCISCO - 


mm ‘Wore than 3,500,000 active minds * 


nn 


TORONTO MONTREAL 
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Modern Store 
Show Anticipates 
100,000 Audience 


New YorK—More than 100,000 
retailers are expected to attend 
the First Annual Store Moderni- 
zation Show, scheduled for Grand 
Central Palace here during the 
week of July 7. 

Leading manufacturers of retail 
store equipment, industrial de- 
signers, architects, trade associa- 
tions and government departments 
are cooperating actively in plans 
for the show, said John W. H. 
Evans, managing director, who 
maintains headquarters at 146 E. 
47th St. He reported that a survey 
of trade authorities in major re- 
tail classifications revealed that 
retailers are planning to spend 
more than $3 billion to redesign. 
refurnish and equip their stores, 
with as high as 80% of all retail 
stores planning to make at least 


* 


The Only 
CBS Station 
Serving 
One of America’s 
Richest Markets. 


* 


Response Rated 
KSO Produced Shows 
plus 
CBS Favorites 
Account for 
Top Audience Preference 
In the Rich 
Central Iowa Market 


* 


Ask the nearest Headley-Reed Rep- 
resentative for Convincing Data... 
Telling why KSO is “Central Iowa's 


Best Buy.” 


minor improvements. 

Anticipated expenditures, which 
probably will be carried out in 
1950, include between $1.5 and $2 
billion by department _ stores, 
$600,000,000 by limited price va- 
riety stores, $300,000,000 by food 
stores, and $200,000,000 by furni- 


ture stores, Mr. Evans said. Al- 
ready multi-million dollar mod- 
ernization projects are being 


sketched by such organizations as 
R. H. Macy & Co., Abraham & 
Straus, Sears, Roebuck, Halle 


Bros., Cleveland, and W. T. Grant 
Stores, added Charles M. Edwards, 
dean of the Graduate School of 
Retailing, New York University, 
who is acting as chairman of the 
show’s advisory committee. 


Appoints Faust 


Don Faust, formerly on the an- 
nouncing staff of Station WGN, 
Chicago, has been named a vice- 
president and director of Televi- 
sion Advertising Productions, Inc., 
Chicago. 


K & L to Yankee Agency 
K & L Distributors, Guilford, 
Conn., has appointed Yankee Writ- 
ing Service, Guilford, to direct its 
advertising. The agency has 
named Warren E. Coiburn, former 


account executive for the Barta 
Press, Boston, as manager of its 


Boston office. 


Offers Tests Information 


United States Testing Com- 
pany, Hoboken, N. J., has issued 
a revised edition of its booklet, 
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“Testing Terms for Better U 
standing,” which tells how 


er. 


results mean and what are ; 
ard and minimum specific: 


‘Hartley Joins WEWS 


J. Harrison Hartley, with ‘Bc 
since 1929 and currently dire: 
of news and special feature 

the net’s television depart) 
will step into an executive 
tion with video station WEwWws 


Cleveland, April 15. WEWS al 


Scripps-Howard station. 


GREATER SERVICE to the 


METALWORKING INDUSTRY 


Pioneering new frontiers in the field of in- 
dustrial publishing, The Iron Age today 
brings to both readers and advertisers the 
greater power of an ever expanding service. 
This leadership is manifest in six vital and 


co-ordinated functions: 


> News Reporting 


Coverage of Technical Developments 
Reader Service 

Dynamic Paid Circulation 
Market Research 


Advertising [Impact 


The 1RON AGE 


100 East 42nd St., New York 17, N. Y. 


hon je 


Chj-. 


Ss 
etna en 


4 9g tron Age, national! 
g As ing 


through \ 


oo % bse 


(BP 


© A CHILTON PUBLICATIO 


UC, Is Bright 


2) hare 


| Tron Ag FS 


er- @ 


chandise tests are made, wha: the § 


jdvertisin 


Cow J 


An Ua 


Fort At 
ads, an-u 
rounds al 
n't resist 
s 1947 c 
ivertising 
The con 
nd side ' 
eauties ir 
Brown S1 


a 


ii =) 
, | ae | 
a 
a = . | } 
| me y Stl 5 — 
: ER ein ENT Loss fj..." 
ER POWER ints gotten 
‘ GRE ATI s wattle i Acc 
| a Pay oB ‘fon Age’, 0 
| | ik Boos ny 
| | (ee f Str | New York (ry 
: — | End 0 ts peel eel e> 
i | ee Wi ate Qi | 
, : | Asse pts. 3B. a\t Teh \ 
| ee on Age? 1.2 Ce = \N 
i pee Mow Font | seri {\ 
ee eee 'On Age Gnic 
\ tail 7 Ig Ca, 
—. FOS Sen 8B 
) es neta P, rh Ub } 
a pins Op _ ’ 
"edenes 
, Lae Pry “sy Pa 
> Fetes Qp Vj er ‘ QO) : 
s gen, ) an & Ne Reg | 
be XK, Ou. Op "ee > ! 
FS No ie 
| “apa: es, Don 7 Ws fron 7 
a x 1 op Ubi iy 
ban Yong ayy. ve f Rung, ¥ 
beth, OF Ore, 1 =: ono 
PO 2 Bug apy ey tery * oe i 4) aa 
ae nas et, No, @ “Ck tig ff et «i via 
Pep, 4 , ‘. 47, a ar 
| Lad Plat ae ft ng - i oe oe 
| Aig be og om ors tot Bons 
: 1 Brean ae ae pee HPs 
pain in Ce ac Sey 
. . a "0 Gey Reo 7. "enh 
fon lop? Report. es y : Tap Up, 
Ve Letuy, In Demang \y lro, { 
| acon 19 Low Says ly. | eae 2 “ome on 
RE ONE “ | | af Age ‘ ner y @ , on Age 6, “rap | | 
ts = Bon Age o ay/| orettlong) ? 
cain = = : . | i = 7 hia nto ee —_ = 
5000 W tiie Caan | | ” S tt Been eae pee ne 2 pein 
ae — K103 Ad A , en F Sbpatas = eS 


947 


«- 1 Cow Judges Win 


the @ 
G- q 


7] 
z 


ni] 


- 


jdvertising Age, April 7, 1947 


shires, Jerseys and Guernseys- 
and asks them to rank the entries. 


It offers this free advice: ‘“Here’s 
An Udder Chance how the experts rate a dairy 
Fort ATKINSON, WiIs.— Well,| belle: General appearance, 30 


ads, an-udder year has rolled 
round and Hoard’s Dairyman 
‘{ resist a pun as it announces 
> 1947 cow judging contest for 
ivertising men. 
The contest offers admen back 
nd side views of four blushing 
eauties in each of five breeds— 
sown Swiss, Holsteins, Ayr- 


points; dairy character, 20 points; 
body capacity, 20 points; mam- 
mary system, 30 points. At least, 
while you’re judging, pay as much 
attention to the first three char- 
acteristics as you do to d’udder.” 

Postcard entries close April 10. 
Winners get plaques, a chance to 
sink their teeth into some “lus- 


cious, delectable, well - preserved 
Wisconsin cheese,” and will get 
their photographs in print, too. 
Hoard’s “Who’s Who” among 
cow judges lists Earl Hanson, 
Ralston-Purina Company, St. 
Louis, as the top ’46 winner. Eliza- 


beth Black, Katz Advertising 
Agency, New York, was runner- 
up. 


Will Sell Helicopters 
Bell Aircraft Corporation, Ni- 
agara Falls, has appointed Central 


Aircraft, Inc., Yakima, Wash., as 
its first helicopter dealer. Under 
the agreement, Central will be 


authorized to sell Bell helicopters, 
parts and supplies, as well as pro- 
vide maintenance and repair serv- 
ice. 


Novorr to Dunn-Fenwick 

Jerry Novorr, formerly free 
lance art director in Kansas City, 
Chicago and Los Angeles, has been 
named vice-president and art di- 
rector of Dunn-Fenwick & Co., Los 
Angeles. 


s 


OLD DRUTCH’S BONES 


LD DRUTCH, an odd sort, worked on our farm. On any question 


he would take a stand, and defend his position with talk, talk, 


talk—from the time the hen-house announced dawn till a final wig- 


gling flame in the fireplace waved the family to bed. If you insisted 


on knowing how he knew such and such was so, he would state with 


the finality and dignity of a judge, “That's the way it is ‘cause I 


know it in my bones.” 


For years we have known “in ouR bones” that newspaper editors 


and radio newscasters quoted The Iron Age more than any other 


industrial publication. 


Recently, our boss wanted facts and “no bones about it.”’ Ar- 


rangements were made with a leading newspaper clipping bureau 


and with a broadcasting checking service. In an eight week period, 


the number of press clippings showed The Iron Age out in front 


by 161%. In big papers and in metalworking centers The Iron Age 


was quoted twice as often. A statement from the radio checking 


service said in so many words, * 


_in connection with announce- 


ments about the industry ... we hear and record many times more 


Iron Age mentions...” 


It was too bad Old Drutch never thought of checking on him- 


self, but maybe he didn’t want to be hampered with facts. On The 


Iron Age it is our business to get the facts to make sure we are pro- 


viding the best news service to our industry, which in turn helps 


your advertising in The Iron Age get a better break. 


ol 
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Bell 
and the telephone ... a 
single thought. Hempstead 
Town and the Nassau 
Daily Review-Star are like 
that, one virtually a syno- 


Graham 


Alexander 


nym for the other. 


The Review-Star, too, pio- 


neered a new medium of 
communication. First daily 
on Long Island proper, it 
blazed a trail for local news 
the many 


Hempstead 


into thousand 


‘Town homes. 
Proof how indispensably it 
serves readers and advertis- 
ers appears in Media Rec- 
ords 50 Leading Newspa- 
pers in 1946, There the 
Review-Star ranks second 
among evening newspapers 
in financial linage . . . local 
banks and trust companies 
(most cost-conscious of ad- 
vertisers) testifying this 
gets results from 
able Hempstead 


newspaper 

financially 

muy 
owners. 


Leading N. Y. State's High- 
Spot Cities is a habit with 
Hempstead Town. In March, 
tenth consecutive month in 
lead, retail sales forecast was 
180.4% above March, 1939; 
17.6% above national aver- 
age. Dollar volume, $27,350,- 
000. 


THEY GO 
TOGETHER 


NASSAU DAILY 
REVIEW-STAR 


Published 
copy © Hempstead Town, L. 


Sunday e a 
i tes 
Rockville Centre, 
Representatives 
® New 


San 


daily except 
® Executive Offices: 
N. Y. @ National 
Lorenzen & Thompson, In 
York, Chicago, St. Louis, Fran- 
cisco, Los Angeles, Detroit, Cincinnati, 


Kansas City, Atlanta. 
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Names Doner Agency 


The Detroit office of W. B. 
Doner & Co. has been named to 
direct the advertising of Tomic 
Sales & Engineering Company, 
Detroit, manufacturer of cable 


connectors. 
in business 
direct mail. 


Copy will 
papers, 


be placed 
followed by 


ACETATE ENVELOPES 


PROTECT AND PRESERVE 
yo 


. aan APHS 


art WORK PROOFS 


PHOTOSTATS - 
CREDIT CARDS + z 
PRESENTATIONS 3S 
e 

ivery. Sov® 

ose. ON ee cost. Write 

eg! les and prices oO” your 
a we ony letterhead. 


GLENFIELD PL 


35 DE WITT STREET, BEAVER FALLS, 


Emerson Launches 
Newspaper Series 
to Promote Dealers 


NEw YorkK—Emerson Radio & 
Phonograph Corporation has 
launched a series of 1,000- and 
800-line advertisements in news- 
papers of more than 300 cities, 
featuring new 1947 models and 
urging calls on “nearest Em- 
erson radio dealers.” The cam- 
paign, factory-distributor spon- 
sored, is more extensive than 
those conducted in 1945 and ’46. 

Copy will feature the theme, 
“Better style, tone, performance 
and value,” with models  illus- 
trated starting with the ‘world’s 
smallest AC-DC superheterodyne” 
at $19.95. Included in the new 
line are compacts, portables, 
phonoradios, pocket receivers, 
electric phonographs and record- 
ers in a wide range of prices. 

Distributor salesmen are being 
provided with complete promo- 
tion packages for their use in the 


streamers 
with trade 
literature. Fran- 
chised dealers throughout the 
country have received a_broad- 
side describing the campaign, and 
are being urged to run their own 
tie-in copy concurrently with the 
national advertising. 

Grady & Wagner 
the agency. 


field, including window 
and displays, together 


and consumer 


Company is 


Vel Drive Eupanded 


Colgate - Palmolive - Peet Com- 
pany, Jersey City, will greatly ex- 
pand its advertising of Vel deter- 
gent this month. Beginning April 
20, four-page ads will run bi- 
weekly in This Week Magazine 
for the rest of the year. Radio and 
newspaper ads will back up the 
ads in This Week. William Esty 
& Co., New York, is the agency 


Hudon Named be Two 


Fred V. Hudon has been named 
sales promotion manager of Lam- 


bert Pharmacal Company (Can- 
ada) Ltd., and Pro-phy-lac-tic 
Brush Company (Canada), To- 
ronto. 


Corning Glass Ups 3 


Thomas H. Truslow Jr., for- 
merly merchandising manager of 
the consumer products division of 
Corning Glass Works, Corning, 
N. Y., has been promoted to as- 
sistant to Charles D. LaFollette, 
vice-president and treasurer. J. 
Graham Cairns, West Coast sales 
representative of the consumer 
products division, has been named 
advertising and sales promotion 
manager to succeed Mr. Truslow, 
and Richard L. Patey has been 
advanced to market research 
manager 


Poomutes Wickersham 

E. C. Wickersham, formerly ap- 
plication engineer, has been ap- 
pointed assistant sales manager of 
Leland Electric Company, Day- 
ton, succeeding J. J. Daggon, for- 
mer vice-president in charge of 
sales, who has resigned to enter 
business for himself. 


Export Firm Moves 

Export Corporation has moved 
its offices from 737 N. Michigan 
Ave. to 543 S. Dearborn St., Chi- 
cago 5. 


This is THE MAGAZINE 
= NEW ORLEANS READS! 
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Akka Automatic 
Washer Makes 3 
Milwaukee Debi: § 


4 

MILWAUKEE — A new auto: i 
washer made its debut rec 
when Appliance Corporatio; 
America placed its Akka w; 
on sale at Schuster’s three 
waukee stores, the first to 4 
an exclusive dealer franchise } 
Schuster’s began newspaper 
motion with a spread in the 
waukee Journal and placed 
sequent copy in the Journal 
Milwaukee Sentinel. 

The promotion represents ( 
first for the washer, which 
be distributed nationally as 
duction increases. Dealer fr: 
chises are being negotiated in 100 
cities throughout the country, 
cording to J. W. Chamberlin, ACA 
director of sales. The compai 
plans to serve about 90% of the 
country on a direct to dealer basi: 

When distribution plans 
completed the company expect: 
to use national consumer maga 
zines. Although dealers will plac« 
their own local advertising, the 
company will supply direct mail 
material, mats and a 10-minute 
technicolor film explaining ths 
machine’s operation. The machine 
retails for $219. 

Schuster’s has sent out 
150,000 direct mail pieces 
using about 50 display machine 
in the three stores. The firm alsi 
is using a plexi-glass model whic! 
enables customers to see the 
terior of the machine while i: 
operation. 

Production of the washer, whict 
is being made at Fond du Lac 


53 eS 


are 


about 


and 


In- 


Wis., by Barlow & Seelig Company 
as a sublicensee of ACA, is ex- 
pected to reach 1,000 units pe: 
day in about five months. It is J 
said to require about 40% to 75% § 
less hot water than other washers 
that it need not be bolted to the 
floor, that it has only 34 moving 


parts and carries off used wate 
from the top of the machine. 

Advertising for the company i 
handled by J. Walter Thompsor 
Company, Chicago. 


Offers Reseerch Award 


The Society 
logical Study 
representing 
American social 


the Psycho- 
of Social Issues, 
more than _ 600 
scientists, has 


for 


announced the Edward L. Be! 
nays Atomic Energy Award ot 
$1,000 U. S. government bond 


to be presented to the individual! 
or group contributing, duri 
1947, the best action-related r¢ 
search in the field of the socia 
implications of atomic energy. A 
reports, in duplicate, must be 
the hands of the chairman of 
committee, Mr. David Kre 
Swarthmore College, Swarthmo! 
Pa., not later than Nov. 1, 1947 


Designs New Refrigerato: 
Roye! 


9) 


Freez-Pak Corporation, 
ford, Pa., has developed a 2 
cubic foot portable electric 
frigerator, called Freez-Pak, 
use in home bars, hotel 
offices, etc. The unit, which 
reach the market in May, wil 
fair traded. National advert! 
is contemplated. Danes & Jé 
Inc., New York, is the sales 
resentative. { 


TOO 


Renews Baby Snooks 


The Snooks SI 
inane’ by General Food 
Jell-O on the Columbia net i 
Friday nights, has been rené ; 
for three years. The Holly’ ; 
office of Young & Rub 
handles the account. 


‘Baby 


Buys Swedish Paper ™ 


: 

Paper Corporation of Amé : 

has bought the Tegefors ! 
Mill in Jarpen, Sweden, the ' } 


mill acquired in the past 90 
The other two are at Cheyb« 
Mich., and Manchester, N. H 
reputed price for the three 
erties was $10,000,000. 
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9 Metro Group Ads 
lcnned by Goebel 


DErRoIT—Goebel Brewing Com- 

it t ; 1y will add rotogravure adver- 

in the Metropolitan Group 

schedule in May as it seeks 

extend its coverage of markets 
roughout the country. 

a The company will use 600-line 

i to ads, patterned after the copy 

} w running in four-color bleed 

ses in a list of national maga- 

nes. Ads feature a large glass of 

‘~ebel beer in spectacular sur- 

l undings, with the copy appeal 

ept brief. 
Goebel’s planned expansion was 


t short by the war, but not be-. 


re the company had extended 
fr: ™ jstribution from Maine to the 
wif of Mexico and from Michigan 
Florida. Its product is sold in 
ntams, exports, quarts and cans. 
featuring a blown-in glass label, 
e seven-ounce bantam has had 
any imitators, but Goebel con- 
ies to be the No. 1 national beer 
ld in the bantam or pony-size 
ntainer, a spokesman said. 
The firm’s sponsorship of the 
Detroit Tiger baseball broadcasts, 
ith Harry Heilmann doing the 
ay-by-play, will start its fifth 
nsecutive year with the opening 
the big league season this 
mth. Twenty stations, including 
the Michigan Network, will carry 
Goebel also Detroit 
football games and uses out- 
advertising extensively. 
Brooke, Smith, French & 
is the agency. 
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Rivoli Hosiery Maps 
First Consumer Drive 
Rivoli Hosiery Company, New 
York, will launch its first con- 
mer advertising this month for 
Rivoli hosiery. Publications 
heduled are Cosmopolitan, Good 
lousekeeping, Harper’s’ Bazaar, 
lodern Screen, New York Times 
lagazine, Seventeen and The Sat- 
rday Evening Post. Rivoli nylons 
ill be emphasized. 
The company will also’ use 
losiery & Underwear Review 
ry 1 1 Knit Goods Weekly, plus 
m (ealer helps. Posner-Zabin, New 
York, is the agency. 


Remington Ups Millang 
Henry W. Millang, New York 
anch manager of the tabulating 
ichines division of Remington 

Rand, has been named general 


Names Fairfax Agency 
The Fashion Council of the As- 
sociation of Boys’ and Students’ 
Clothing Manufacturers has ap- 
pointed H. W. Fairfax Advertising 
Agency, New York, to direct a 
national promotional campaign. 


Wilson Joins ‘Milady’ 

Donald J. Wilson, for 11 years 
with the advertising staff of 
Variety, has joined Milady of Cali- 
fornia, Hollywood, as advertising 
manager. 


|Granat Names Agency 


| Granat Brothers, San Francisco 


| manufacturing jeweler, has ap- 
|pointed Merchandising Factors. 
San Francisco, to direct its adver- 


| tising. 


‘MacNaught Promoted 


Malcolm MacNaught, manager 
of Electrical World and Electrical 
Construction & Maintenance. New 
York, has been appointed asso- 
ciate district manager of sales for 
the Atlantic district. Mr. Mac- 


3° 
Naught joined McGraw-Hill Pub-; Construction & Maintenance and 
| lishing Company, which publishes | Electrical Wholesaling. He  be- 
the magazines, 11 years ago, as! came manager of the former in 
a space salesman on Electrical! 1940. 
STAte 5977 


ity photostats. 


_ PHOTOSTATS 


Quick Service 


The black IS black and the 
white IS white in RCS qual- 


RAPID COPY SERVICE 360 N. MICHIGAN AVE. CHICAGO 1 


Fine Coated Paper 
Needs No Other Name 


By developing better methods of manufactur- 


ing coated paper, Consolidated achieved a 


superior product at 


less cost. Though higher 


in quality and sold at uncoated paper prices this 


iles manager of the division, with 


fices in Mew York. improved enamel remains fine coated paper 


and needs no other name. 
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Sets Convention Date 
The Southwestern Graphic / 
Conference, an outgrowth of 
Tri-State Printers Convention, will 
meet in Wichita, Kan., May 8-10. 
The theme of the meeting will be 
“Forging Tomorrow’s Markets.” 


Kaufman Rejoins Sarazan 


Lou Kaufman has joined the 
executive staff of Bert M. Sarazan, 
Inc., Washington, as head of all 


advertising production. 


Albert Richard 
Copy to Boost 
Antarétic Tie-in 


MILWAvUKEE—Albert Richard di- 
vision of Fried, Ostermann Com- 
pany is tying in promotion for its 
new line of sportswear (coats, 
jackets, gloves and mittens) with 
the Ronne Antarctic Research Ex- 
pedition now in the Antarctic area. 
The entire crew of 22 men is out- 
fitted with Albert Richard jackets 
lined with Spun Sun interlining 
which the company introduced 
last year. 

Each Spun Sun lined garment 
will bear a special tag featuring 
the expedition’s insignia, com- 
parative warmth statistics, and a 
statement from Commander Finn 
Ronne (USNR), leader of the ex- 
pedition. 

The company will feature the 
expedition’s use of the garments 
with copy in Boys’ Life, Collier’s, 
Esquire, Holiday, Parade, The Sat- 
urday Evening Post, This Week 


Magazine and True. Dealers’ 
point-of-sale material also will 
promote the expedition tie-in. The 


annual football map which the 
company has issued for many 
years will again be distributed 
this year. 

Arthur Meyerhoff & Co., Chi- 


cago, is the agency. 

5 to Weiser-Richmond 
Weiser-Richmond, Inc., Boston, 

has been appointed to handle the 


advertising of Tweet, Inc., Cam- 
bridge, maker of marshmallow 
products; Waltham Paper Prod- 
ucts, Waltham, Mass.; Neal’s of 
California, dress shop; U. S. 
Travel Wear Corporation, New 
York, and Universal Machine & 
Engineering Corporation, Phila- 
delphia. 


Finders Appoints Klein 

Burton S. Klein has 
pointed sales and 
manager of Finders 
pany, Chicago, maker of Holli- 
wood electric table broilers and 
grills. He was formerly an ac- 
count. executive of Kuttner & 
Kuttner, Chicago, Finders’ agency. 


been ap- 
advertising 
Mfg. Com- 


PHILADELPHIANS IN NEW YORK—Pictured at a cocktail party given by 
McGraw-Hill Publishing Co. for members of the Advertising Media Forum of 
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Philadelphia are (left to right) Wesley Winning, Richard A. Foley Advertising New York 
Agency; W. A. Callahan, Frank Kessler Agency; Clarence Palmer, Benjamin fortune, L 
Eshleman Co., and Frank Kessler, agency head. The visitors from the Quak: rday Ev 
City toured various departments of the publishing company in New York isiness | 
yyed loc 

Gets Glove Account els in 


Washington 


O’Halloran, 
its advertising. 


to 


Glove Corporation, 
Milwaukee, has appointed Stone- 
Milwaukee, 


direct 


Consumer Co-ops 
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... and The Call-Bulletin also has the 


The Call-Bulletin 


is read daily by more 
San Franciscans than 
any other newspaper. 


. 


largest daily circulation in the combined 


area of the four West Bay counties compris- 


ing the real San Francisco trading area. 


ewspaper 
vertising 

Plan to Launch eniay ee 
ble cards 

Dept. Stores asco 
NEw York — The cooperative 
movement will enter the depart- 


e nation 
tfor sho 


ment store field next year if plans tc., even 
of the Consumer Distribution Cor- this res] 
poration here materialize. ese pres 
The corporation intends to so uses 
launch streamline cooperative de- an most 
partment stores. The first will bs intry. 
opened at Shirlington, Va., a fed Compan: 
eral housing project near Wash- s, for 
ington: the second at Providence emand, al 


ing th 
as 


where credit union backing is ex- 
pected, and the third at Irvington, 
N. J. imbers ¢ 

Each will cost about $1,000,000, ies force 
with about $500,000 for land and ar condi 
building, which will be mortgage- 
financed, and the same amount fo: 
merchandise and fixtures. Each 
will be owned by a separate cor- 
poration. Shares to individual 
will be limited to ten at $100 eac! 
They will receive a fixed return 
of $4 on each share and patronage 


eek 


Aeratio: 
Boland _ 


Aeration 
Smith & R 
is adverti 
ill appea 


tn LS 


refunds based on the amount of Mill pro 
purchases. i hipped « 
Lester G. Ott, president and §j °untains | 
general manager of the corpora- John E. 
tion, expiained that the tentative | ig a 
sales goal for each unit is between § sng sare 
$1.5 and $2 million annually. He xecutive. 
expects that the merchandisu : 
set-up here at 28 W. 37 St. | Adams 
be completed by September, and LD 
that the Shirlington store will ! que, ta. 
opened next March. Mr. Ott v m Gray. Inc. 
formerly for 17 years an executive Jf aivertisin; 
of the W. T. Grant Company m noted thi 
for several years with United 9jénd direct 
Cigar-Whelan Stores Corporatio! i ers, gear: 
Consumer Distribution Corpo) ; eee 
tion was endowed with $1,000,0 
several years ago by the late E. A 
Filene, Boston department st f 


head, who 10 years ago concelv' 
the original plans for a chain 

cooperative department stores. 1 
corporation now has a capita! 

tion of $1,250,000. 


Cannon Issues Book 


A 76-page illustrated book 
“Cannon Plugs for the Ele HEL PIR 
Circuits of Industry” has 


prepared by Cannon Electri 
velopment Company, Los Ang‘ : 
The book is a digest of idea 


assembly, servicing, mainte! f 
and portability of electric eq ; AQDDE 
ment through the use ol ' 
nectors. Copies may be obt : 
free by writing the catal f Beauty A 
rector of the company, 3209 ! lor feat 
boldt St. Horald ar 
E — ‘ by w 
. . their be 
‘Liberty’ Ups Conduit 
he Dc 
Andrew J. Conduit has bet ; circule 
pointed eastern division ‘ Fath O1 
in charge of the Montreal « : . 
Liberty. He was on the 
tising sales staff of the Toron' T 
fice for a number of years TIW 
Names Northrop Agen Pi 
Whiting Paper Company, es 
yoke, Mass., has placed its F 
vertising with R. D. Nort 
Company, Boston. ’ THE 8 
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“1 H ] fey Robinson Company, Los Angeles, 
Hilton ote S J ims CCA : ’ has joined Abbott Kimball Com- 
Efectos * de_ Escritorio, New pany, Los Angeles, as account ex- 


. Spend $1,000,000 York, has joined the Controlled ecutive. succeeding Kay C. Jones, 


Circulation Audit. The publica- who has become advertising man- 
on Ads, Talent tion is a quarterly Spanish lan- ager of Rose Marie Reid Swim 
guage business journal directed Suit Company. 
/™ Curcaco—Despite the impres- to dealers in office supplies and : a 
nn gained by many during the ¢@uipment throughout all the , 
ar that to advertise hotels now Spanish-speaking countries of the Delays Celebration 


m@ slike carrying coals to Newcastle, wore. a Station WWL, New Orleans, has 
@ «ijton Hotels, operator of 14 hotels | delayed the formal celebration of 
: the U. S. and two in foreign Aldens Elects Two its sone , Se NNEY: which fell 
és untries, is spending $1,000,000 Aldens, Inc., Chicago mail order on March 31, for another month, 


‘ : . : in anticipation of the completion 
ually , ; services| and retail firm, has elected as ; ‘ en whose 
nnually to promote its services |< é é 4S | of new studios. now under con- Reach the m 


Se od attractions. directors George J. Cullinan, vice- ho ae ioe *NOD” may outsell 
Of this amount, about $300,000 president in charge of advertising ~ a = your best salesmen 


and sales promotion, and Harry d 
Joins Spitzer & Mills 


For 18 years Better Farm- 


sf is allocated to the Stevens and the 5 ie eg er in| ve 
oe palmer House, Chicago. eT yer geo > *gupaapallaaal ase Getler FARMING. iro Methods hos been 
, The national program for Hilton seis lag te Ls we Rackstraw, formerly an | ps their business magazine. 
{Bf e's, via Needham & Grohmann, | Rimball Appoints Bishop 2erount <xecutive in the Toronte cAN( METHODS — sent wo sey mores 
ing _ _ ¥ fag, = naan = caerer -" Betty Seeley Bishop, formerly the media department of Spitzer WATT Publishing Co., MOUNT MORRIS, ILL wee ° . 
“bbe ene Life, Newsweek, The Sat- head fashion copywriter of J. W.|& Mills, Toronto. | = J “< - - 
ke rday Evening Post, Time and 
ark isiness publications. Copy em- 
— yed locally by the individual 
tels in the group appears in 

S ewspapers, car cards, outdoor 


vertising, direct mail and ex- 


ensive internal promotion such as 
ble cards, elevator placards, etc. 
Hilton Hotels represents one of 

itive e nation’s largest buyers of tal- 


art- t for shows in hotel dining rooms, 
ylans tc., even surpassing most theaters < 
Cor- this respect. In connection with 
ese presentations, Hilton Hotels | 
s to so uses more display material 7 


de- an most theater chains in the 
ll be untry. 
fed Company officials say that hotel 


as} ms, for several years far below 


ence emand, are now usually available ot, 
- ex- ring the latter part of each by 
ston eek as a result of decreasing 
imbers of servicemen and fam- 

000, ies forced to travel because of 
and ar conditions. 
agze- — ee 
it for i ; . os e . 
Each & “ig a F&SGR: In 1947, the photographic merchants of America ¢ 

5 Oolan ol : ’ 
+g yee =a gel ; (camera stores and other stores with camera de- HOTO G RAP af { € T RAD / RE W 
juals # Aeratio esses, Inc., Colum- 
se Mm ous, O., has appointed Fuller & partments) will sell more than $500,000,000.00 
turn ager ede cmaliggng nirg pedis vg worth of photographic equipment and supplies. THE CREATIVE MAGAZINE FOR 
nage ill appear in business papers and The number of these merchants is three times 
it of Biwill promote Instantwhip, a lz in 1939 | han 9.000 THE PHOTOGRAPHIC 

" hipped cream service for soda as large as In —totals more than 9, re- 
and a ene eae Snr. tailers... PHOTOGRAPHIC TRADE NEWS MERCHANT 
ora- @ John E. Boland, formerly man- ’ . 
ative ser of advertising sales of Curt is the preferred trade news magazine of these 
alas eich & Co., has joined the buyers 


gency’s Chicago office as account 


: xecutive 
tals ° a 3 e id 
© Widams Names Gray —— EALENB Giecclation 


J. D. Adams Company, Du- 
ye uque, Ia., has named Russell T. 
, ay, Inc., Chicago, to direct its s 
ulive @ advertising. Products to be pro- 

ted through business papers 
d direct mail include gear hob- 


in this field—70.92°,;, according to 
For the six months ending June 30, the latest A.B.C. report. This high 
1946, the latest A.B.C. report shows percentage is due to the high stand- 
PHOTOGRAPHIC TRADE ard of editorial material in P.T.N. 
NEWS had not only the largest A large staff of editors, reporters 


ation F gears and castings. net paid circulation but also 33.82° ; and research workers brings to 
pora- | more individual mail subscrip- readers each month, besides inter 
10,0 ; tions than any other business paper esting and accurate news, a wealth 
| y in the photographic field. The net of new, usable ideas on merchan- 
s ; XN paid circulation of P.T.N. for Jan- dising, store modernization, em- 
é <x % uary, 1947 was 8,667—proof of the ployee training and other vital 
I ‘ constantly growing popularity of topics. 


this magazine. 


- FIRST $a 
| | : FIRST in reader advertising 

. 1211 pages of advertising appeared 

Kk | interest in PHOTOGRAPHIC TRADE 

er HELPING PHOTOGRAPHIC TRADE NEWS in 1946, representing the 


NEWS has the Aighest percent- greatest dollar volume placed in 
age of renewals among individual any business paper in the field in 
ATTAIN THAT A distinctive format, four-color mail subscribers of any trade paper any one year. 
' covers, high-quality, heavy body 
‘ z ) D FD SOM FTHI NG” stock and plenty of large, inter- Write today for a sample copy of P.T.N., the latest A.B.C. cir- 
y esting illustrations are a few of setiteaite ; 7 ; ; : ere : Dian 
H the reasons for the high reader culation statement, and a 16-page circular entitled, ‘‘Success 


Beauty Aid Columns are | 

y popular, regu- ' A Is FF) ,47”” 
features of The Belles Times interest of P.T.N Formula for Photographic Retailing 1n 1947’. 
H>rald and are considered must read- 


} by women nationally known for 
ir beauty and smart grooming SAMUEL G. KRIVIT, PUBLISHER 


The Dallas Times Herald has the great 


, rculation of any newspaper in the 
i sperous twenty-county Dallas ABC 
t ket, 


' 


1114 First Avenue New York 21, N. Y. 
THE DALLAS 
TIMES HER ALD WEST COAST: JOSEPH WALLACE, 9619 OLYMPIC BOULEVARD, BEVERLY HILLS, CALIF. 
nC MIDWEST: R. G. PERKINS, 166 WEST WASHINGTON STREET, CHICAGO, ILLINOIS 


‘allas’ Greatest Newspaper 


Represented by 
: THE BRANHAM COMPANY 


7 <\ Jo Beach pe | 
es THOROUGH COVERAGE OF THIS 
ee MARKET Le, 
— PHOTOGRAPHIC TRADE NEWS , 
ee 
j 
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West Seattle Ad 
Campaign Makes 
Bid for Trade 


SEATTLE — Tackling a problem 
common to most residential shop- 
ping communities, merchants of 


West Seattle have launched a cam- | 


paign tying in outdoor and display 
advertising with improved cus- 
tomer service in an effort to cap- 
ture business now lost to down- 
town stores. 

West Seattle is a community of 
70,000, located 20 to 30 minutes 
from shops of downtown Seattle. 
While the community long has had 
a diversified shopping center, cus- 
tomers have been drifting away 
through the years. Fighting this 


trend, 200 merchants, under the 
leadership of the West Seattle 
Commercial Club, have raised 


funds for a district-wide improve- 
ment and advertising program, 
based on service and courtesy to 
customers. 

As one of the first steps, mer- 
chants will attend four sessions of 
a business planning institute de- 
signed to give business and pro- 
fessional men training in provid- 
ing better service. Other objectives 
include improvements in store 
arrangements, window display and 
lighting. 

Advertising is directed to two 
appeals. Institutional copy featur- 
ing the theme, “Next time, save 
time, shop Metropolitan West Se- 
attle,” will be carried on painted, 
illuminated boards. Newspaper 
copy will take a long-range look 
and feature the advantages of liv- 
ing in West Seattle. Radio may 
later be used for a man-on-the- 
street broadcast titled, ‘‘Meet Your 
Neighbors.” 

Gene Fiedler, motor dealer, is 
head of the promotion committee. 
Copy is handled through Jerry 
Hoeck of W. V. Mackay Agency, 
Seattle. 


Ads Promote Dog Food 


Wm. T. Crowther & Sons, Bos- 
ton, has launched a campaign in 
Boston newspapers for Bombo dog 
food, featuring the fact that it is 


now back in cans. Harry M. 
Frost Company, Boston, is the 
agency. 


Reeves Elects Pottle 


Knox Reeves Advertising, Min- 
neapolis, has elected Kenneth 
Pottle, with the agency since 1935, 
as vice-president. 


...80 fully padded 


with sales appealing identification 
for your product or service, like ad- 
character statuette or display sign 
orplaque. Let's create one for you. 


MULTI PRODUCTS, INC. 
CHICAGO &, ILLINOIS 


Ph 
p Plaques 
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KTSC Names Parker 

Park G. Parker, former execu- 
tive of RCA, NBC and Blackett- 
Sample-Hummert, has joined the 
Sun Country Broadcasting Com- 
pany of Arizona as manager of its 
Tucson stations, KTSC and KTSC- 
FM. 


Two Appoint Ellis 

Crosley Clothes and Titan Mfg. 
Company, both in Buffalo, have 
placed their advertising with Ellis 
Advertising Company, Buffalo. 


Donahue & Coe 
Shapes TB Drive 


New YorK—Donahue & Coe will 
serve as volunteer agency on the 
Advertising Council’s “Fight Tu- 


berculosis’” campaign. Jeremy 
Gury, assisted by William 
Schneider and Howard Newton, 


will represent the agency. 

This is the second program D&C 
has prepared for the council as 
|a public service, the first being 


a wartime campaign for the Army 
to publicize the work of the 
Army Medical Department in 
caring for servicemen under every 
military condition. 

The TB drive, to be conducted 
in cooperation with the National 
Tuberculosis Association, the 
United States Public Health Serv- 
ice and the Office of Government 
Reports, will be designed to re- 
duce the death toll from tubercu- 
losis by urging every American 
to have his or her chest X-rayed. 
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Douglas W. Coutlee, directo) 
advertising for Merck & Co., R 
way, N. J., will supervise 
campaign as the council’s yo] 
teer coordinator. Hector Pe, 
assisted by Judy Kwis, ji 

council’s staff executive. 


Appoints Hoyt 

The New York Journal of ¢ 
merce has appointed Charle 
Hoyt Company, New York 
handle advertising, effe 
April 1. 
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Appoints Feldon 
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To Clarke & Associates 


Robert E. Clarke & Associates, 
Fla., has been named to 
le the advertising in all media 
the First National Bank of 
the Coral 
First National Bank and 
Little River Bank & Trust 
mpany. 


United Nations World, New 


york, has appointed O. A. Feldon 
. Associates, Chicago, as adver- 


tising representative for 15 mid- 
western states. The magazine’s 
circulation following publication 


of its first two issues greatly ex- 
ceeds the 50,000 guarantee upon 
which its current advertising rates 
are based, reports George B. Sad- 
ler, associate publisher. 


Mahaney Joins Doremus 

Francis J. Mahaney has re- 
signed as financial editor of the 
Daily Evening Item, Lynn, Mass., 
to join Doremus & Co., New York 
and Boston. 


Seagram Division 
Running Ads Daily 
on Luxury Blend 


-William Jameson & 
Co. has launched an ad-a-day 
newspaper drive to introduce its 
Gallagher & Burton’s White Label, 
a blended whisky for the ‘“‘carriage 
trade.” 

The company, a division of Sea- 
gram Distillers Corporation, is fol- 


New YORK 


lowing a pattern laid down before 
the war for promoting Gallagher 
& Burton’s Black Label blend. The 
company makes Kerrigan’s 
whisky. 

The new drive will use popular 
song titles as captions for each of 
the small daily insertions. The 
song titles will lead into terse sell- 
ing copy on the “luxury blend.” 
The ads will run on sports pages, 
in the same page position each day 
where possible. The drive also 
will include frequent 400-line ads 


also 


41 
for White Label. 
Lawrence Fertig & 
handles the account. 


Co. here 


Seidel Advertising Agency, New 
York, has been named to handle 
the advertising of Judy Ann 
Blouse Company, subsidiary of 
the Howard Knitwear Company. 
Trade publications, dealer tie-ups 
and consumer advertising will be 
used in all major cities in the 
United States. 


— Reeder Names Agency 
Reeder Mfg. Company, Los An- 
geles, maker of Crest brand hand- 
cast aluminum cooking utensils, 
has placed its advertising with 
Friend-Sloane Advertising, New 
York. Women’s magazines and 
trade publications will be used. 


NO. 10 IN A SERIES 


a, 


_ Nation-wide Survey 


Proves Collier’s Families 


Better Than Average Prospects 


America’s richest market is the 25 to 45 year age fact recently proven by The Psychological Corporation 


group ... the “Age of Acquirement.”’ These are the in a nation-wide survey conducted among eight thou- 


men and women ready to buy the stuff that dreams are sand representative families. The advertiser who thinks 


“Chamou’ Oko 


Because he’s a cop 
and looks like a 


made of . . . anxious to embrace the possessions that ahead can reach this rich market through Collier's at 


make a home. The “buying plans’’ of Collier's readers less cost per page than through either of the other 


"mick", everybody 
calls him "Clancy", 
even though he’s 100% 
Minnesota Scandi- 
navian. 


It probably won’t 
make him a better 
cop, but "Clancy" 
Olson listens regu- 
larly to "Sam Spade", 
"Gang Busters" 
"Sherlock Holmes", 
"This is Your FBI" 
and other detective 


are well above those of the average buyer. This isa ‘Big 3” weeklies. 


gem, With the lowest page rate 
| of the ““Big 3’’ weeklies, 


a shows on WTCN. 
- ~ When you stand or 
gives your your feet all day you 
don’t take long walk 
an at night In the 
advertising budget Twin Cities, people 
listen to WTCN 
Want to sell "Cl ‘i 


more selling power fant to sell "Char 


The DOUBLE-DUTY 


STATION 


FEAR (iy 

Se fl 

MINNEAPOLIS _ ) 
} * 


MORE SALES MESSAGES... aud MORE BUYERS 


Your advertising dollars will buy more insertions, Collier's reaches the men and women who buy. 


\ 


NOW—-WTCNH-FM! 


ABC... plus High-listener locals! 


more impressions, more weeks of national cover- Among the ‘Big 3” weeklies, Collier’s has the 


greatest percentage of men and women in the 
...the 25 to 45 year 


age ... get deeper market penetration . . . in 


Collier's than in either of the other “Big 3” “Age of Acquirement”’ 


weeklies. age gioup. 
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42 
Rheem Shifts to FC&B 


Rheem Mfg. Company, New 
York, has switched its advertising 


account to Foote, Cone & Belding, 
New York. Rheem manufactures 
household appliances and shipping 
containers in 16 plants in this 
country dnd three abroad. 


WMMW Names Lindsay 


INDIANA State 
Assn., Journal ef 


closer examination upon your request. 


interest via its local news content, exerts influence through its official 


COOPERATIVE MEDICAL 


NORTH CAROLINA Med. 
Journal 


—” 


w 
na 
WISCONSIN Med. Journal 


Offer Advertisers 
Data for Public 
Service Themes 


ing printed pieces, and a monthly 
magazine on health and welfare 
promotion techniques. 

The council during its 25 years 
has served only civic, health and 
social service organizations, which 
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Briton Urges End 
of Outdoor Ads 


LonDON — The battle over 
door advertising in England { 


100,000 Paid Circulation 


Lindsay Advertising Agency, New YorK—The National Pub- now number 2,000 national, state anew when F. E. Noel Sak 

New Haven, Conn., has been Jicity Council for Health and Wel- and local groups. member of Parliament, urg: iths 
named to direct the advertising of fare Services, non-profit clearing SS the meeting of a Town and ( S% 
Station WMMW, Meriden, Conn.)| house of information and advice To Pacini Aqgenc try Planning Bill committe¢ m 
Newspapers, car cards, outdoor on public education in health and ° g Y outdoor advertising be elimi: pl - 

posters and national trade publica- social welfare. has eel ihe wet Fex-O-Sweep Mfg. Company, ee ae a a pay life 
_eatagaed + aeagetonteey socia 7 elfa e, las openec its mem New Richmond, Wis.. maker of entirely and that posters b: ied 
bership to business firms and trade cleaning equipment, has placed its Stricted to display in rail sta es ¥ 
associations active in consumer advertising with Albert E. Pacini, shop windows and arcades. a — 
and employe education, and com- | Advertising, Minneapolis. Business He also contended that th¢ SS 
munity relations programs. The Papers, newspapers and direct mail proper place for advertising in - led 
council’s new service is aimed spe- | Will be used. the printed press, presumab! ety te 
cifically at advertisers using pub- niece the exclusion of all other mex —_ — 
lic service themes. Appoints Sheath His suggestions set off violen; = ae 
Not a publicity produ ction Ken Sheath, formerly with the opposition by spokesmen for the = ye 
agency, the council supplies mem- | jy J Gibbons agency, Toronto, has outdoor advertising industry, w} poe “Vi 
bers with information on current joined National Business Publica- | declared that Mr. Baker was on, = pr 
educational materials and projects tions, Toronto, as Ontario repre-| of a group who wished to se at A a 
developed by community agencies | sentative of Product News. “everything: in a glass case th onthe 
and advertisers. It offers a re- caeemearemeretel no sign of life.” Sir Patrick Han- ty oe 
search department, consultation) Schedule Gift Show non said that outdoor advertising en 
| and information on health, safety The California Gift & Art Show is playing a prominent | part iy ade : 
Whether You Use All 35 Official State Journals — or and welfare educational materials, will be held July 27-Aug. 1 in| Britain’s economic readjustment, eines 

7 bi-monthly samplings of outstand- | Los Angeles. and should be maintained. = 
Just One — Your Advertising Calls for Only: ily; sec 
prize of 
* one contract The \ 
* the bas: 
Tam SRY. .ane THE MASTER KEY that unlocks 25-wore 
* One set of original this multiple —— ; amere is = Look fe 
. . Cooperative Medical Advertising Bu- compan 
plates (per insertion} rean—funetioning under the sponsor- the a 
* one monthly statement = ship of the American Medical Asso- te adve 
ciation. Lands 
Every Journal belonging to the the acct 

Bureau is published by its own State Medical Association . . . reaches 
every member physician in the 42 states represented . . . stimulates 


Miler 


status. Miler 
Finally, the Bureau expedites your entire state medical advertising maker. | 
program by reserving space, ordering and delivering your plates to for “Sle 
publishers and billing all costs. Through the Bureau, you may readily Montgor 
extend your coverage as the sales and distribution picture shifts. One J. Gelu 
transaction, one continuing contact, a nation-wide market. phia. } 

: ‘ window 
Readership data and details on the State Journal Group are ready for dstarmn’ 


techniqt 


35 member 4,000,( 
Journals 4 
oot ADVERTISING BUREAU heme 
below. 535 WN. Dearborn Street @ Chicago 10, Illinois Net si 
ning Po 
tf IOWA State Med. Soc., Journal NORTHWEST MEDICINE marir <p 
ateere*. peters . of (Oregon, Washington, Idaho nark W 
ARIZONA Medicine ROBES face, See... Journal ot eine ae aoe 2 ‘ a new | 
KEN ed. Jour ate ed. Journa “an le 
ARKANSAS Med. Soclety, MAINE Med. Assn., Journal of OKLAHOMA State Med. Assn., breakin; 
Journal o the Journal of announc 
CALIFORNIA and Western wichiGAN State Med. Soe. PENNSYLVANIA Med. Jour- : 
ed. Journal of nal March & 
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‘Vicky’ Contest 
Soarks Bobbie Pin 
Maker's Campaign 


UFFALO—‘‘Vicky,” created five 
onths ago for the trade adver- 
ig of Smith Victory Corpora- 

maker of hair and bobbie 

is being graduated to real 


Interest in the attractive girl 
character, among buyers in the 
notion, drug and beauty trades, 
has led to a new consumer ad 
campaign featuring “Vicky.” Ads 


cali for girls between 16 and 22 to 
enter a snapshot contest in which 
the winner, besides getting a free 


trip to Hollywood, will become 
the “Vicky” of future Smith Vic- 
tory advertising. 


The contest, which ends July 1, 
is promoted in movie, women’s and 


teen-age magazines. It provides 
for a first prize of a free two- 
week trip to Hollywood for the 


winner and a member of her fam- 
ily; second prize of $50, third 
prize of $25 and five $5 prizes. 

The winner will be selected on 
the basis of her snapshot and her 
95-word statement on “What I 
Look for in a Bobbie Pin.” The 
company reserves the right to use 
the photograph of the winner in 
its advertising and packaging. 

Landsheft, Inc., Buffalo, handles 
the account. 


Miler Tests Sleek 

Miler Corporation, Chicago paint 
maker, has opened a test campaign 
for “Sleek, the brushless paint” in 
Montgomery, Ala., through Abner 
J. Gelula & Associates, Philadel- 
phia. Newspapers, car cards and 
window displays will be used to 
determine advertising and selling 
techniques for the product. 


4,000,000-Copy Mark 
Passed by Feb. 1 ‘SEP’ 


Net sales of The Saturday Eve- 
ning Post exceeded the 4,000,000- 
mark with the Feb. 1 issue, hitting 
anew high among recent record- 
breaking issues, the publication 
announced to subscribers in the 
March 22 Post. 


Bulova Names Weitzen 


Edward H. Weitzen, with Bulova 
Watch Company, New York, since 
his release from the Army, has 
been named assistant to the presi- 
dent. 


Miss Holton Appointed 

Alice Holton has been appointed 
ublicity manager of Perfection 
Stove Company, Cleveland. 


RELIABLE | 


TRANSLATION. 
SERVICE | 


SPANISH 
. PORTUGUESE 


x 
-~ 
> « 


Your Spanish and Portu- 
guese must be correct, 
authentic and reliable to 
do the right job in Latin 
America. The services of 
our well-qualified and 
capable translation de- 
partment are available 
to you. Industrial copy a 
specialty. Send material 
requiring translation. 
Quotations will be sub- 
mitted promptly. 


Starts Za-Rex Drive 


S. C. Clayton Company, Boston, 


manufacturer of Za-Rex fruit 
flavored syrups, through Cham- 
bers & Wiswell, Boston, has 
launched a campaign in newspa- 
pers of leading New England 
cities. 


Marshall to Magnavox 
Pierre F. Marshall, formerly ad- 
vertising director of McCormick & 


Co., Baltimore food concern, has 
been named advertising manager 


Fort 
radios, 
audio- 


of Magnavox Company, 
Wayne, manufacturer of 
electronic equipment and 
visual training devices. 


‘Our Gal’ Is 11 

American Home Products, New 
York, has renewed its radio soap 
opera, “Our Gal Sunday,” over 
CBS, 12:45 to 1 p.m., EST, across 
the board, starting its 11th year 
with the same program, same net- 
work and same agency, Dancer- 
Fitzgerald-Sample. 


43 

Rittenhouse to BBDO Joins ‘Outdoor Life 
Rittenhouse Company, Honeoye Jim Stangarone, formerly with 
Falls, N. Y., manufacturer of elec- Time, Inc., and Benton & Bowles 
trical door chimes and transform-| and more recently with Farrell 


Publications, has joined the east- 
ern advertising staff of Outdoor 
Life, publistted by Popular Science 
Publishing Company, New York. 


ers, has switched its account from 
Donovan & Thomas, New York, to 
the Buffalo office of Batten, Bar- 
ton, Durstine & Osborn. 


GIBBONS KNOWS CANADA 


J.J. GIBBONS LTD. 


STREE 


ADVERTISING MERCHANDISING 


TORONTO, MONTREAL, WINNIPEG, REGINA, CALGARY, EDMONTON, VANCOUVER 


TALLER MECANICO MODERNO 
MECANICA 
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IN LOS ANGELES 


a an 


2 
Fe, 
_- 


It is said that one bird in the hand 


is worth two in the bush, but how much better it is 


/ to have eleven birds in the hand to every one in the bush! 


In the Los Angeles market, third largest and richest 


in the nation, the Herald-Express reaches 


better than eleven families in the populous city retail zones 


to every one outside those boundaries. 


This outstanding concentration in the most profitable 


sales area is reason enough why this newspaper 


should be the basic medium in any advertising campaign 


designed to cover the great Los Angeles market. 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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hich is the larger circle? 


PL hink it’s the one at the left? That’s an illusion — both are the 
same size. 

But it’s no illusion that you can enlarge your circle of custo- 
mers in the Chicago area by advertising in The Chicago TIMES. 
For The TIMES, with a total readership of close to a half- 
million families, now leads the Chicago evening field in city 


circulation. 


“The TIMES ..........412,095 
Her.-American .......393,563 
Daily News ...........327,800 


* (City zone circulations from Publishers’ Statements to the 
Audit Bureau of Circulation for six months ending Sept. 30, 
1946. The TIMES, Monday through Friday; others Monday 
through Saturday. The TIMES total daily average net paid 
circulation for the period was 484,978. ) 
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‘YOU OUGHT TO. KNOW . 


. . BUSINESS CHART 


PBR ETE 
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THE WEEK . .. THE PAY-OFF . . . OTHER FEATURES. ~ 
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the Creative Wan: Corner 


For years now, automotive parts ad- 
yertising has successfully ignored the fact 
that the public occasionally likes to see 
a little helpful or enlightening informa- 
tion in its advertising. Although much 
of this advertising appears in expensive 
consumer publications like The Saturday 


Hick Starts 
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Evening Post, Collier’s and Life, it looks 
like—and apparently, in large part, is— 
trade advertising. 

Page rates being what they are, Anno 
Domini 1947, it would seem that the ad- 
vertisers who pay the bills might occa- 
sionally be tempted to get back a little 
f their advertising investment by telling 
the layman just what part Champion 


spark plugs or Willard batteries play in 
the over-all performance of his car, and 
in terms the average un-mechanical mo- 
torist can understand. 

Like, for example, the advertising of 
Trico automatic windshield washers — 
which brings a refreshing change to the 
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automotive parts field. From a purely 
professional standpoint, the layout may 
leave something to be desired, but at least 
it demonstrates—clearly and distinctly— 
what the product does. And demonstra- 
tion, until something better repeals it, 
will undoubtedly continue to be the first 


law of successful salesmanship. 


You Ought to Know . e e Haddon Sundblom 


At the time the world was somewhat 
leliriously contemplating peace, 1919 
version, it failed to note that Haddon 
Hubbard Sundblom had worn himself to 
i frazzle. As a result of that sickness, 
wever, the world is 
one architect and 
ulder, and ahead one 
ighly capable com- 
ercial artist, who has 
prizes for his 
rk with what some 
nsider disgusting 
egularity. 
When he started out, 
e had little if any 
tention of being an 


ust. He returned to H. Sundblom 
native Chicago 
ler his mother had died in Muskegon, 


in 1913. Rather than indulge in 
whimsy as going to grammar school, 
he has never completed officially, 
tained a permit to work. He gota 
ith a Chicago builder and began to 
architecture four nights a week. 
the close of the first World War, 
teen-age builder’s assistant was 
ng the effect of this Spartan sched- 
To put it bluntly, he caved in. While 
as recuperating from extensive fa- 
he began to study art, 
e than anything else. 


more aS a 


got his first noticeable boost when 
istructor, Claude Buck, observed 
Sunny had the qualifications for a 
le artist. Buck did not let this em- 


‘ talent die aborning. He maneu- 
young Sunny into the Chicago Art 
te where he could learn big league 


rs 
is. 


ey,” says Sunny, referring to the 
s of the Institute, ‘stuck me amons 
ig casts on the first floor.” Even 
ambitious artist, the casts are anvy- 


thing but gay. To Sunny they were de- 
pressing. Art, however, is not without 
its more attractive features, he dis- 
covered. The third night at the Institute, 
he wandered into a room where there 
was a dainty young thing standing in a 
well lighted room, and, to top it off, she 
was jay naked. 

This was Art (with a capital A). For 
three years Sunny haunted the halls of 
the Institute where presumably he did 
get to other sessions besides those where- 
in there were live models. Shortly after 
he began his art studies, with his health 
back to near-normal, he again gave a hand 
to the building trade. He was purchasing 
agent for a Chicago builder and con- 
tinued his art studies at night. 


“Daffy” was the word used in those 
days to designate unusual mental pro- 
cesses, and it or a reasonable facsimile 


was applied to young Haddon Hubbard 
Sundblom when he announced that he 
was leaving to take a flyer with the old 
Charles Everett Johnson Company, 
of the biggest studios in Chicago. 
he was no purchasing agent. He began 
as office boy. Going hungry became so 
unappealing that he was considering go- 
ing back into the building trade, when a 
raise brightened the picture 

The Charles Everett Johnson Company 
ended its career in 1921 and its remnants 


one 
Here 


were taken over by Bertsch & Coope: 
typographer, which kept Sunny on the 
payroll Here he wheedled and needled 
for a raise so that he could be married, 
but Bertsch & Cooper was not romant 

“IT went to see Bill Floing (in 1922 
and I was ail primed to ask him for $40 
a week,” he recalls Mr. Floing, one 
the leading artists of the day, had his ow: 
studios. Mr. Floing left Su e¢ 

ittle shaky and uncertal! ‘ i 

a‘ next, wher ne ca ill ffere 


$60, meanwhile apologizing for not mak- 
ing it more. In addition he noted that 
Sunny looked a mite skinny and sug- 
gested that with two week’s advance pay, 
he get a little meat on him and rest up 
generally. 

Eventually Bill Floing sold his studio 
and in 1925 Sunny started his own studio. 
With him in this venture were Howard 
Stevens and Ed Henry. This arrange- 
ment continued until 1933 or 1934, he’s 
not sure which, and Haddon Sundblom 
then began freelancing. Although he 
worked closely with Harry Anderson for 
three or four years during this time, he 
had no official business connections. 

This was all changed, however, with 
the organization, late in 1946, of Sund- 
blom, Johnston and White, which was 
formed when Sunny, Bill Johnston and 
Austin White joined forces. Right now 
they are busily producing commercial art 
at 510 N. Dearborn, Chicago. 

In his office, which looks less like an 
office than many living rooms, six-foot, 
blue-eyed Haddon Sundblom turns out 
some of the commendable art which 
helps shape the demand for such items 
as Coca-Cola, Cashmere Bouquet, Grand 
Prize Beer (Texas), and Budweiser beer 
(Anheuser-Busch, St. Louis) not to men- 
tion his illustration art for Ladies’ Home 
Journal, Cosmopolitan and Good House- 
keeping. 

In fact, it has been so outstanding that 
at the recent National Poster Show, one 
of his posters for Coca-Cola was awarded 
the gold medal, the show’s top award, 


while Morgan Kane, associated with 
Sundblom, Johnston & White, won the 
bronze award for third place. In the 


contest, 500 poster designs are submitted 
from which the 100 best were selected. 
Of this 100, nine were from Sundblom, 
Johnston & White, including, of course, 
the two award winners. 

The current gold award makes the sec- 
ond that Sunny has carried off, not to 
mention the show’s silver award in 1945. 
He also won the third place bronze award 
in a bygone year which he doesn’t name 
offhand. He throws in carelessly, 
“There’ve been a lotta honorable men- 
tions.” In the 1946 Art Directors Show in 
New York, again Mr. Sundblom managed 
to take home the show’s top award, an- 
other gold medal. 

In his day’s work, Haddon Sundblom 
does not include highly meticulous mail 


Railroads 


DE LS SF i 


SHOULD GOVERNMENT OWN AND OPERATE ---- ? 


Coal Mines 


order catalog art, but he insists that ill- 
ustrative and poster art is far from being 
the “loose” thing it once was. 

“It has,” declares Sunny, “tightened 
up.” Not only that, but it has done so 
at the request of American readers who, 
he thinks, are becoming more demanding 
in their passion for literal illustration. 
About 15 years ago, illustrations were 
praised from the standpoint of the atmos- 
phere they created as much as anything, 
but since that time the public has become 
more literal through reading such media 
as Life, Look, and other photographic 
magazines plus additional photographs in 
daily publications. Loose painting now 
will not deliver the goods, says Mr. Sund- 
blom. 

Those who think of artists as Bohemian 
creatures who toil only when the spirit 
moves them, will be astonished to find 
that Saturdays and Sundays have little 
effect on the working schedule of Haddon 
Sundblom. “Sometimes, Sunday comes 
on Wednesday,” he says, which is not only 
somewhat mystifying but not too gratify- 
ing to Mrs. Sundblom. She rarely knows, 
from the calendar, which is supposed to 
be a day of rest. 

Some of Sunny’s close attention to de- 
tail in his paintings and his business 
procedure undoubtedly is traceable to his 
father, who was a shipbuilder in Finland 
at the time ships were actually works of 
art created by skilled artisans. Also much 
of Sunny’s perseverance stems from his 
father. No believer in “arty” characters, 
he feels that talent is 75% hard work 
and about 25% that God-given intangible 
known as “‘talent.” 

Those who view his work feel that, 
while he may be slightly askew on per- 
centages, there is no question about his 
ability to produce highly desirable illus- 
trations. Even while Sunday comes on 
Wednesday!!! 

His work consumes so many hours that 
hobbies are fairly sketchy but he does 
look forward to noting to what mutila- 
tions his name, unusual as it is, must 
suffer at the hands of various correspond- 
ents. So far the prize has been awarded 
to “Bumslung,”’ which is the way his name 
was spelled on one letter. Even Reader’s 
Digest managed for two years to garble 
up Sunny’s last name. 

So the award winner is considering 
making some awards of his own. 
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Visiting French 
Merchants Study 
U.S. Methods 


New York—Twenty-two owners 
and managers of French retail 
stores last week wound up a 
month-long study of U. S. retail- 
ing methods and embarked on 
planes and ships for France. 

Although the currency situa- 
tion prevents extensive imports of 
goods into France, the merchants 
said “there was no import duty 
on ideas,” and that’s what they 
had come for. 

Headed by Jacques’ Lacour 
Gayet, president of Federation | 
Nationale des Enterprises du Com- 
merce Multiples, the French paral- 
lel of the National Retail Dry 
Goods Association, the group 
visited large and small East Coast 
stores, some making quick trips 
as far west as Chicago and Cleve- | 
land. 

The wide aisles and ample space 
for customer traffic were favor- | 
ably noted by the visitors, as well 
as the abundance of goods. About 
the latter they spoke constantly: 
“Nothing is lacking, nothing at 
all.” 


Unimpressed by Displays 


Counter and window displays 
failed to impress them. This as- 
pect of merchandising, they said, | 
is handled at least equally well 
in France. 

The care and interest several | 
large stores invested in the wel-| 
fare of employes, the well organ- 
ized employes’ cafeterias, the rest | 
rooms at Lord & Taylor’s, and the 
library in Macy’s brought mur- 
murs of surprise and approval. 

A visit to two Sears, Roebuck 
stores, in Boston and Chicago, 
surprised the visitors with the ex- 
tent of retail mail-order business. 
In prewar France several large 
department stores included mail- 
order departments but today the 
searcity of goods, higher postal 
rates and the mushrooming of 
many small semi-rural stores has 
“practically extinguished the busi- 
ness.” 

The testing laboratories of sev- 


eral large stores, particularly 
Macy’s, where sample goods are 
critically examined, were care- 
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fully studied by the visitors, and 
several said they intend to intro- 
duce similar systems in France. 


Salespeople ‘Brusque’ 


completely,” he said. “France is 
in a position to recover from the 
war much faster than England.” 


‘Plans Readership Study 


In the opinion of M. Gayet and of Buenos Aires Market 


others, American salespeople are 


{no more proficient than French, | Editions, Inc., 
and probably less courteous. They | 
‘not rude, ex-| 


found the clerks, 
actly, but brusque, 
familiar.” 

One member of the delegation, 


and rather 


Robert Roisse, director of Grands | 


Magasins du Printempts, prob- 
ably the largest department store 
in Paris, believes Americans over- 
light their stores. Banks of white 
fluorescent light do not show mer- 
chandise to advantage; “the cus- 
tomers see the lights but not the 
goods,” he said. 

Although French 
because of scarcity in almost all 
lines, M. Gayet is optimistic, at 
least with reservations: 

“If we can increase the coal 
output and have a year of political 
peace, the situation will change 


stores suffer 


Reader’s Digest International 
has announced tha 
it will finance a magazine reader- 
ship study of the Buenos Aires 
market, to be supervised by the re- 
search committee of the Export 
Advertising Association. 

Planning the study are Everett 
R. Smith, Macfadden Publications, 
along with John F. Maloney, 
Reader’s Digest, Neil Du Bois and 
James L. Tyson, Time, Inc., Ray 
Robinson, Collier’s, and Charles 
McCandless of Inter - American 
Research. Inter-American Re- 
search will do the field work. 
Findings will be distributed to all 


| EAA members. 


Redesigns Package 

Perfex Company, Shenandoah, 
Ia., has designed a larger package 
for Perfex super cleaner, giving 
the consumer 25% more of the) 
product at no increase in price. 


Nat'l Trailways. 
Second Largest, 
Opens Campaign 


|bus system in the U. S. 
hound is first), plus service to 
| Mexico City, National Trailways 
Bus System is boosting the facili- 
ities of its 55 member companies 
with its largest national ad cam- 
| paign to date. 

During spring, early summer 
and fall months, National Trail- 
ways will run full-page, four- 
color copy in Collier’s and The 
Saturday Evening Post, plus half 
pages in color in Good Housekeep- 
ing, McCall’s and Woman’s Home 
Companion. In addition, it will 
place copy in the Dell Modern 
|Group (Modern Romances, Med- 
ern Screen and Screen Romances) 
as well as newspaper copy in 
about 30 key cities. 

Although some of the national 
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magazine copy carries a schedu|, 
of fares, its presentation is 4qj-_ 
rected primarily at selling the na- 
tionwide scope of the system. Us 
of color is principally for f,- 


|miliarizing the public with the 
Cutcaco—Embracing about 68,-{red and cream color of the buses 
+ | 000 miles in the second largest | 


(Grey- | 
all bus stops. 


as well as the appearance of the 
| system’s insignia which appears at 


The national campaign is esti- 
mated at total billings of $200,000 
but the total ad expenditures of 
all member companies plus the 
national is expected to amount to 
$750,000. 

Holder, Morrow, Collier, 
is the agency. 


Inc., 


Markets New Farm Radio 


A new farm radio which uses 
AC, DC or battery power is being 
marketed by Zenith Radio Cor- 
poration, Chicago. The new Zenith 
radio features standard and short- 
wave reception, a telescoping whip 
antenna, and six-button tone con- 
trol. It is designed for rural areas 
where power lines are expected 
to be installed. 
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Coolerator Starts 


(st Ad Drive for 
tts ‘Convertible’ 


DULUTH, MINN. — Following up| 


its wartime production promise, 
coolerator Company has launched 
, national campaign urging con- 
sumers to beat high prices by pur- 
chasing a ‘“‘Coolerator Convert- 
ible’ now and changing it later 


m from ice to electric refrigera- | 


ton. 

Between now and June, the Du- 
juth manufacturer will use space 
in 10 national magazines to pro- 
mote its ice conditioned refrigera- 
tor and a factory-packaged elec- 
tric refrigeration unit which can 
be installed at any time. Business 
paper advertisements meanwhile 
will urge dealers to stress the 
price appeal, including time pay- 


ments for both the original re- 
frigerator and the conversion unit. 

Coolerator, almost an unknown 
in the industry in 1931, claims to 


| have sold almost a million units 
| by 1945. In the spring of that year 


it announced plans to invade the 


|postwar electric refrigerator and 


home and farm freezer fields, and 
set out to line up a powerful or- 
ganization of distributors and in- 
dependent dealers. As an inde- 
pendent manufacturer, it prom- 
ised dealers a volume-selling line 


“without having to take someone’s | 


‘wallflower’ washer 


radio.” 


stove, or 


Models Too Early 


The company, anxious to get in 
on the postwar market, ereated a 
flurry of excitement by exhibiting 
new models of its proposed ap- 
pliances at the housewares show 
here in January, 1945. WPB 
ruled out the actual models, 
though it approved pictures or 
wooden facsimilies. 

Coolerator started its new con- 


|sumer campaign with a two-color 
| page in the March 22 Saturday 
|Evening Post, urging buyers to 
|“beat high refrigerator prices” by 
getting the Coolerator “this new 
two-step way.” The _ ice-condi- 
tioned unit, figuring time pay- 
|ments, costs approximately $90. 


| Price is not quoted on the electric | 


also is available on 
company claims the 
can be converted by 
right in the kitchen, 
an hour. 

The schedule also calls for a 
two-color half page in the April 
26 Post and other ads ranging 
from 60 lines to 
pages in American Magazine, Hol- 
| land’s Magazine, Household, Mac- 
|fadden Women’s Group, McCall’s, 
| Redbook, This Week Magazine, 
True Story and Woman’s Day. 
| Dealer copy is to run in Air Con- 
ditioning & Refrigeration 
Electrical Dealer, Electrical Mer- 
chandising, House Furnishings Re- 


unit, which 
‘time. The 
refrigerator 
any dealer, 
|in less than 


view, National Furniture Review, | 


Retailing Home Furnishings and 


two-color half | 


| 


Western Radio & Appliances. Re- 
tailers are advised that they can 
sell the electric model complete. 

The Coolerator Convertible isa 
5% cubic foot ice refrigerator. 
Converted, it becomes a 734 cubic 


foot electric, with three ice cube} 


trays, glass defrosting tray, and a 
25-pound built-in frozen food 
locker. 

Ruthrauff & Ryan, Chicago, is 
the agency. 


Collins Names Sive 
Leonard M. Sive & Associates, 


Cincinnati, has been retained by | 


the Tom Collins Jr. Company, 
Cincinnati, to conduct a campaign 


to secure franchise holders to | 
bottle its product, a_ lithiated 
lemon drink and mixer. Maga- 
zines and newspapers will be 
used. 


|Appoints Brown, Ayers 


News, | 


Brown, Ayers & McDowell, Inc., 
Boston, has been appointed by 
J. H. Emerson Company, Cam- 
bridge, :oaker of hospital equip- 
ment, to handle its advertising. 


T's a clear-cut job the orange screener does. 


Better Homes & Gardens does just as clear- 


cut a screening job. 


It carries no fiction. No foibles. It’s L0O0% service 


for homemakers. That’s why 


Better Homes & Gardens screens out all readers 


except those actively interested in better homes 


—and better living in them. 


That leaves out people like furnished-apartment 


dwellers, regular diners-out, families to whom better 


living in a better home has no special appeal. 


It gives you 3,000,000 families with excellent in- 


comes, living a comfortable large-spending suburban 


type of life, who read BH&G solely for the ideas and 


help it gives in running a home. (Remember, BH&G 


is all service.) 


‘THERES NO"PLACE 
LIKE F0ME 


math 


Those 3,000,000 husbands and wives buy into the 


billions every year 


standard of living in the world 


to the tune of the highest 


for everything that 


an active family wants: Radios. Freezers. Cars, 


carpets, apple trees, roofing. Paint, safety pins, 


crackers, baby bottles, curtains, blankets, pressure 


cookers, mixers, ranges and rakes. 


It's 100% service that pulls the readers. The same 


service will pull sales for you. 
W hy don’t you start now? 


rc 


| fresh facts on SERVICE THAT SELLS 


| Who knows—maybe thése facts can show you the 


way to a more efficient, more up-to-date media 


list. If your product sells in the home market— 


and which one doesn’'t?—the BH&G 


repre- 


sentative has a lot of pertinent data to show. 


ter tlomes 


and Gardens 


Circulation Over 3,000,000 


Atti Fits Strate Migacine 


nine citi actleiilnit ae | 


|about June 10. 
| Hughes, 
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LUCKY ME { 


| Found a Way 
to Beat 
7, High Refrigerator 
AL Prices Right Now ! 


Me 


COOLERATOR'S CONVERTIBLE 


2-Step Way 


Only Coolerator offers this 
Unique, Monsy-aaving 2-step 
way to buy a 1947 Bleetrio 
ftefrigerator. Your payments 
oe spread out twice-as 
bang 
on your pocket book! 
And you can take 
Step 1 for this benu- 
tiful, Electric Refrig - 
erator right now! 
Your dealer ean 
make immediate 


twick amenny 


delivery! 
Fy tt SOMLERATOR COMPANY 
a 


= . 


PRICE APPEAL—Coolerator Co. will 
follow initial advertising of its postwar 
convertible ice-electric refrigerator with 
this two-color half page in the April 


26 Saturday Evening Post. Ruthrauff & 
Ryan, Chicago, is the agency. 


Fashion Guild Maps 
Newspaper Ad Contest 


The Men’s Fashion Guild of 
New York, an organization of 25 
manufacturers, will launch a na- 
tionwide newspaper advertising 
contest for retail stores April 23. 
Three awards will be presented 
to advertising managers for news- 
paper advertisements which best 
promote the guild’s quality theme. 

The contest will close May 29, 
with winners to be announced 
Judges are C. F. 
business news editor, 
New York Times; Frank LaClave, 
managing editor, Printers’ Ink, 
and O. Preston Robinson, pro- 
fessor of retailing, New York Uni- 
versity. 


aad 
Appoints Dains 
Harold C. Dains, formerly dis- 
trict manager of Sinclair & Valen- 
tine Company, printing ink manu- 
facturer, has been appointed sales 
manager of Smith Envelopes, Inc., 
Detroit. 


- 
REACH THE 


| 
| 
| 
In Cincinnati it’s the pro- 


gressive buying half that 
| reads the Post, Why not 


| get the facts on this 


profitable market now? 


The 


a 


incinnali 
Post 


CINCINNATI 2 


OHIO 


— 
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Drive to Boost Dealers 

The radio tube division of Syl- 
vania Electric Products, Inc., New 
York, has launched a new cam- 
paign to promote consumer good 
will toward radio service men, 
through Newell- Emmett Com- 
pany, New York. The drive, de- 
signed to follow up recent mar- 
ket studies, will include 38 ads 
throughout 1947 in Collier’s, Life 
and The Saturday Evening Post, 
as well as point-of-sale material 
and direct mail. 


\ 


‘run between June l, 


|will not qualify. 


Second Annual 
Award Planned 
by Transit Group 


San Francisco—As a result of 
the: response to its first transit 
award made last year at Spokane, 
Wash., the Western Transit Ad- 
vertising Association has estab- 
lished the competition as an an- 
nual affair and will present $500 
in cash awards to this year’s 
winners at the Advertising Asso- 
ciation of the West convention in 
Sun Valley, Idaho, June 22-26. 

The contest is limited to adver- | 
tisers, advertising managers, agen- | 
cies and artists in the 11 western 
states and British Columbia. Any | 
transit card design, 11x21, — 
or 11x42 inches may be _ sub- 
mitted, but it must be one of a| 
schedule actually run or to be| 
1946 and| 
Artist’s sketches 
All cards must 
be shipped prepaid and become 
property of the Western 


| 


May 31, 1947. 


Transit Advertising Association. 
They will be judged on the basis 
of interpretation, lettering, com- 
position, drawing, color and legi- 
bility. 

Entries may be sent to transit 
advertising offices in San Fran- 


cisco, Los Angeles, Long Beach 
and San Diego, Cal., and Port- 
land, Ore. 


Promotes Malme 

Glenn W. Malme, 
manager for 
has been promoted to sales pro- 


advertising 


Works and Pacific Gear & Tool 
Works, with headquarters in Los 
Angeles. He will be in charge of 
all advertising and sales promo- 
tion. 


Ads Stress 1946 Report 


Michigan Bell Telephone Com- 


pany has placed ads in 200 Michi- | 


gan newspapers using copy based 
on its 1946 annual report. The 
increase in phone calls, record in- 
stallations of new equipment, new 
construction, and increased reve- 
nue and expenses are featured. 


southern California, | 


American Type Founders 


Advances Four Members 


Robert G. Marquardt, manager 
of the Cincinnati branch, has been 
appointed vice-president in charge 
of domestic sales of the American 
Type Founders Sales Corporation, 
Elizabeth, N. J. C. D. Proctor, 
formerly vice-president in charge 
of domestic sales, who has been 
|on leave of absence for the past 
| eight months because of ill health, 
|has been named sales promotion 


| manager. 
E. A. Damon, salesman in the| 
|New York office, has been ap- 


| assistant 
|has been 
| 

| Marquardt as manager 


Cincinnati branch. 


foreign sales manager, 


of the 


| oon 
Opens Houston Office 


| National Petroleum News and 
Petroleum Processing have opened 
a southwestern advertising sales 
office at 3401 Buffalo Dr., Houston, 
with George Reid, 
ecutive secretary 
Coast Refiners 
manager. 


of the 
Association, 


Gulf 


as 


‘his ’s Voledo 


ld 


mae TT 


During 
type of 
service, 


the air, 


the 


vehicle used in combat 


war, almost every 
on land, on sea, and in 


was equipped in some 


way with Spicer units for the 


transmission of power... and 


today Spicer furnishes a 


torque 


utation 


Transmissions 


vast 


number of power transmission 


units for the demands of peace. 


and 


converters, clutches, uni- 


auxiliaries, 


versal joints and propeller shafts, 
axles and power take-offs—these 
are made by Spicer with that de- 
votion to efficient mechanical de- 
sign and ample factors of strength 
and safety which have given 


Spicer products their special rep- 


for quality and depend- 


able performance. 


4 Mig RR es Pam Ae 
Lc BE SOE i CaO 


...and this Is 


is Toledo”... 
consideration .. 


TOLEDO 


AUTOMOTIVE POWER 
TRANSMISSION UNITS 


the 


TOLEDO BLADE 


Spicer Manufacturing Division of Dana 
Corporation, with some 6,000 employees 
in its Toledo plant, is one of the indus- 
tries, 555 in all, which through their 
strength and diversity give Toledo a sound 
and well balanced economy, fortified by 
the rich agricultural production of the 
14 surrounding counties which make up 
the Toledo Retail Trading Area. “This 
a market well worthy of 
. a market covered fully 
by one paper, The Blade. 
Write for New Booklet ‘‘The Toledo Market” 


BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


MEMBER OF AMERICAN NEWSPAPER 


ADVERTISING NETWORK 


|/motion manager of Western Gear | pointed assistant manager of do-| 
| . . . i 
| mestic sales and Louis A. Croplis, 


named to succeed Mr. | 


formerly ex- | 
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‘NEW HIGH'—Rawlings International, 
New York and London, calls this new 
advertisement for its 1947 campaign on 
the "His Excellency” line a “new high 


in sex appeal promotion of men's 

toiletry preparations." Insertions in 

four-color and black and white will ap- 

pear in Collier's, Esquire, Holiday, and 

The Saturday Evening Post. Dorland 

International-Pettingell & Fenton, New 
York, is the agency. 


New Firm Brings 
Kentucky Tavern 
Ad Items to Life 


LOUISVILLE, Ky.— Magazine 
readers who have been intrigued 
with the novelty accessories 
| pearing in four-color ads for Ken- 
tucky Tavern (Glenmore Dis- 
| tilleries Company) will have an 
|opportunity to buy those same 
| gadgets through the newly formed 
| Kentucky Tavern Creations, Inc., 


ap- 


|which has been given a_ kindly 
jnod by Glenmore. 
| Heading the new company is 


| Bruce Fox, president of Bruce Fox 
| Wrought Metals, Inc., New Al- 
| bany, Ind. Vice-president is George 
Killinger, Marion, Ind., maker 
of Killinger Hi-Jacs_ knitted 
coasters. Secretary-treasurer is 
C. E. Briscoe Jr. 


The first Kentucky Tavern ad 
|to find its counterpart on shop 
shelves is the May ac with, its 
|Kentucky Derby themv. The set 
will consist of jeckey ookends, 


silver stirrup ice tongs and quirt- 
|\like drink stirrers. Counter dis- 
plays will include a proof of the 
Kentucky Tavern ad from which 


the design is taken. The second 
set to be offered will be take: 
ifrom the July copy, which fea- 
tures Eskimos and the South's 


favorite drink, the mint julip. 
The only other creation of ac- 
tual merchandise from a Ken- 
tucky Tavern ad came when 
Myer Rosenberg, Chicago 
mium maker, authorized 
reproduce the famous barbecue 
stand ash tray, which now retails 
at $2. Other reproductions were 
/rejected by the premium 
on the grounds that they involved 
too great an expense to be read 
salable in the premium market 


pre- 
was 


make! 


Crosby Vacations, 


but Not Burl Ives 
Philco  Corporation’s 
Crosby show, on the 
work Wednesday evenings, 
10:30, EST, will take a su 
lay-off from the middle of 
to the last week in Septe! 
Hutchins Advertising Compa! 
the agency. 
Company, network 
representatives say the re} 
ment still an open que 
Another Philco program, the 
Ives show, Friday evening 
Mutual and various indep¢ 
stations, will continue thr 
the summer. 


and 


1S 


Joins Erwin, Wasey 
Russell Nagle, formerly) 
west regional manager ol 
representatives of Life, has 
Erwin, Wasey & Co., Chica 
merchandising director. 
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Margaret Truman 
Upsets Hooper 
Rating Apple-cart 


New YorkK—Margaret Truman’s 
guest appearance with the Detroit 
Symphony boosted ABC’s “Sunday 
Evening Hour,” sponsored by 
Musical Digest, from 2.7 to 18.0, 
landing it in fifteenth place in the 
most recent C. E. Hooper report on 
radio listening. 

The first 15 programs have been 
tabulated for seven years 


the grade. 

The debut of the “young lady 
from Washington” took a large 
slice from Standard 
Charlie McCarthy and the Fred 
Allen program which opposed it 


shows, “Kate Smith Speaks,” 
sponsored across-the-board by 
General Foods over CBS, moved 
into first place with a rating of 
8.7, 
season the lead has not been held 
by a soap opera. 

The top 10 weekday programs: 


mate BSmitth Bpemks. ......ccsccces 8.7 
PMRMRS SOME oc ccs goss 000 8.4 
Young Widder Brow. .c...cscec. 7.9 


Ma Perkins (CBS) 


| Stella Dallas 7.9 


1 RROSNC to THAGDINGES. 6k dicks deere 7.7 


by | 
Hooper and this is the first time | 
a symphony program has made} 


Brands’ | 


on NBC. Charlie McCarthy dropped | 


from fifth place with 26.8 
twelfth with 19.4. Fred Allen 
went from third place with 29.5 
to ninth place with 22.1. 

News commentator Walter Win- 
chell (Jergens) rose from tenth 
place, with 22.6 in the last report, 
to fourth with 26.5 in the current 
one. Trade comment suggests the 
increase registers the nationwide 
interest in the President’s pro- 
gram of aid to Greece and Tur- 
key. However, the program fol- 
lows the “Sunday Evening Hour” 
and Mr. Winchell doubtless in- 
herited a lot of Miss Truman’s 
audience. 


Seasonal Slump Indicated 


The first 15 evening programs: 


ORD SRM ee re a des Sle 00 40 Soe Se aie 31.0 
Jack Benny eee es ab & ee 8a woes 28. 
Fibber, McGee & Molly...... es 
Wy GIG me EEE ced ee ct useweeca 26.5 
RGR I bea S od Wands wala a wd 25.1 
Oy EY hla a ha 4 ee oO we 8 8' 24.7 
\ ee ot e's £55 oS 08 ae e8'e 24.4 
Screen Guild Players 22.4 
Fred: AGG aiavickes : 22.1 
Truth or Consequences.......... 20.4 
Be at egg a ee ne 20.0 
WAP ESO POC TEED nde eek e cee seee 19.4 
ee reer TT eee eee 19.3 
MY. ZPUMEVECC sMUROEMOY icic ccc cease 18.6 
Sunday Evening Hour........... 18.0 


The current report indicates the 
radio industry is starting its sea- 
sonal down-grade slide to the low 
ratings of July-August. 

The average evening sets-in- 
use is 32.5, down 1.9 from the last 
report; the average evening rating 
is 10.7, down 0.7; and the aver- 
available homes are 80.3, a 


age 


slump of 1.0 from the last re- 
port. 
Among the top 10 daytime 


‘‘ROCKFORD— 
a good test city”’ 


The above remark by a well- 
known research man justifies 
our selection of Rockford as 
one of our ten test cities,— 
with all our test cities se- 
lected as springboards for 
testing grocery product sales 
ideas! 

Rockford is a leading indus- 
trial city of the Mid-west,— 
is alive, progressive and 
modern. It is located 100 
miles west of Chicago and 
close to the dairyland of 
America. 

Now with the buyer’s market 
here and competition keen 
haven’t you too got sales 
ideas you'd like to try in our 
test cities? Tell us your sit- 
uation on new plans—we'll 
tell you how our sales re- 
search service can work for 
vou! 


U “Urwgoyre 


hocery aaletille 


Dixie Terminal 
Building 
Cincinnati 2 


to | 


Pepper Young’s Family.......... 7.6 


marking the first time this | 


breakfast in Hollywood 

(Kellogg) 
Portia Faces Life 
Our Gal Sunday 
Ce ea ie 
Breakfast in Hollywood (P&G) 6.§ 


Ends Free Circulation 


| St. Louis Aviation News, re- 
gional aviation newspaper pub- 
lished monthly, has announced 


| that it is eliminating all free sub- 
| scriptions. Subscription price is 

$1 a year. Its offices are at 706 
| Chestnut St., St. Louis. 


Rejoins Universal Match 
Harry Golden, former sales 

manager of Universal Match Com- 

pany, has rejoined the company 
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sociated with Booth-Pelham Com- 
|pany, .and C. W. Doebler, for- 
merly director of advertising and 
sales promotion of Station KMOX, 
St. Louis. 


as assistant to S. M. Rosenberg, | 


of 
head- 


vice-president and_ director 
sales. He will make his 
quarters in New York. 


Ford & Doebler Formed 


Ford & Doebler, Advertising, 
|has been formed at 20612 Milam 
|St., Shreveport, by Oliver Ford 
|Jr., who before the war was as- 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314. N. Michigan Ave, Cen. 3373, Chicago 1 


4 


eh 
: Se, 4 
Bae Se. A a 
ee fae SP ee 


CAN'T BE WRONG 


eS een 


LEADING AGENCIES ~ 


The combined experience and judgement of the forty advertising agencies who spend 


the most dollars in the automotive trade field can’t be wrong. Serving 205 automotive 


advertisers—large and small, with individual problems and objectives—all of these 
agencies included MoToR in their schedules. THEY SPENT MORE MONEY—BOUGHT MORE 
PAGES AND MORE LINES IN MoToR THAN IN ANY OTHER MAGAZINE IN THE AUTOMOTIVE FIELD. 


MoToR 


Magazine B Magazine C 


$677,435.00 
517,314 


1,231.7 


$391,617.60 


$362,190.50 
373,817 177,991 


890.04 1,034.83 


$242,515.00 
248,430 


591.5 


a 


oa 


in dollars, with 73.0% more than Magazine B 


in lineage, with 38.4% more than Magazine B 


in pages, with 19.0% more than Magazine C 


MoTOoR has been meeting the needs of dealers 


and independent repair shops for years. Top 


agency account executives and media directors 


recognize MoToR’s pre-eminent editorial lead- 


ership and advertising value. 


In 1946, MoToR again led the field with 


$992,838.00* in total advertising revenue... 


40.4% more than its nearest competitor! 
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50 
KMOX Goes 50,000-Watt 


Station KMOX, St. Louis, 
owned by the Columbia Broad- 
casting System, dedicated a new 


50,000-watt transmitter April 7 
with special broadcasts and a 
banquet at the Hotel Jefferson. 


Engineers say the new transmitter 


Four A's Stresses 
'Work for Agencies 
‘and Advertising 


New York—The American As- 


| vey. 
| The April 
| will 


16 morning session 
be limited to management 
people from member agencies, but 
|other events of that day will be 
/open to all people from member 
|agencies. April 17 will be open 


will enable the station to reach SOciation of Advertising Agencies | to all member agency people and 


about 25% more radio homes. 


ie ie 
ii 
: 


et 


ae 
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FIRE PROTECTION 


expert treining 


The JOURNAL-TIMES 


RACINE, WISCONSIN 
THE ALLEN KLAPP CO © REPRESENTATIVES 


will emphasize its ‘Work 


Agencies” and “Work for Adver-|and media associations. 
|tising” on the two days of its| Organized luncheons are sched- 
annual meeting at the Waldorf-| led for both days. A motion pic- 


| Astoria Hotel here, April 16-17. 
The first morning session will 
| be concerned with election of 
| officers and the Four A’s finance, 
|membership and other activities. 
| Publicity and public relations will 
| be discussed in the afternoon. 
On the second day results will 
| be disclosed of the first test of the 
Four A’s examination plan to at- 
tract young people to advertising. 
A fact-finding session will be ad- 
dressed by representatives of Ad- 
vertising Research Foundation, 
Broadcast Measurement Bureau, 
Traffic Audit Bureau, and the 
Four A’s Newspaper Reader Sur- 


|ture showing and cocktail recep- 
|tion will precede the annual din- 
{ner on April 17. 


Post's Cereals Start 
‘Greatest Premium Drive 


General Foods Corporation, New 
York, will give Post’s cereals rec- 
ord premium promotion this month 
by enclosing a full-color workable 
circus toy in a special circus pack- 
|age of Post’s Corn Toasties, Post’s 
and Post’s 
|Grape-Nuts Flakes. The packages 
| will be printed with descriptions 
|and illustrations of the nine toy 
A 
‘large balloon at the bottom of the 


140% Bran Flakes, 


premiums on a side panel. 


package face announces the offer. 

Three Post’s radio shows—“The 
Aldrich Family,” “Kate Smith 
Speaks” and “House of Mystery”— 
will feature the premium offer 
over the National, Columbia and 
Mutual networks. Also scheduled 
are 400 spot broadcasts weekly, 
{four-color Metropolitan Group 


for|to invited officers of advertising| comics in 55 cities, and a four- 


|color page in the April 21 Life. 
| Foote, Cone & Belding, New York, 
|is the agency. 


Two Appoint Shaw 


Everett Transparent Container 
Corporation and Everett Sales & 
Equipment Corporation, New 
York, have appointed Shaw As- 
sociates, New York, to handle ad- 
vertising. Consumer and business 
magazines, newspapers and direct 
mail will be used. 


B&B Enters Canada 


Benton & Bowles, New York, 
has opened a service office for 
Canada in Toronto, with H. D. 
Roach, formerly an account execu- 
tive with McKim Advertising, 
Montreal, as Canadian representa- 
tive. 


IF IT’S OPOSSUMS YOU WANT... 


Use a hound dog in Kentucky! 


IF IT’S SALES YOU WANT... 


Use WTIC in Southern New England! 


By every measurement, station WTIC, Hartford, 


dominates the prosperous 


Southern New England Market. 


_ 
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Benton Builds 
Sales Story for 
Shortwave Unit 


WASHINGTON — Under Secretar, 
of State William Benton is pre- 
paring for the task of “selling” 
Congress on the State Depart- 
ment’s plan for a public corpora- 
tion to take shortwave broadcast- 
ing off the government’s hands. 

The corporation, called the In- 
ternational Broadcasting Founda- 
tion of the United States, would 
be authorized to sell time to pri- 
vate individuals, but the bulk of 
its funds would be derived from 
a Congressional appropriation. 

Its 15-man board of directors 
—14 private citizens and the Sec- 
retary of State—would determin: 
financial needs, appoint a staff. 
and operate all necessary facili- 
ties. 

It would control all interna- 
tional shortwave frequencies 
available to the United States. 
Some of the programming would 
be done by staff members. Other 
programming would be arranged 
through contracts with private 
agencies. 


Would Aid Private Group 


To minimize expense, and 
| widen its resources, the founda- 
tion would be urged, under its 
charter, to encourage and assist 
private groups and agencies to 
produce programs of international 
interest. 

The foundation would exercise 
strict control over “private pro- 
gramming,” however. 

“The foundation cannot avoid 
responsibility for determining 
whether the total output and pro- 
| gramming beamed to a given area 
,of the world projects a fair and 
'balanced picture of American 
| life,’ Mr. Benton said. 
| He added that the foundation 
| must be sure that the allocation 
|;of time and attention to given 
| areas “is patterned in the national 
interest.” 
| “Because of this responsibility, 
| the foundation must be in a posi- 
| tion to make the final determina- 
tion as to the suitability of pro- 


posed programs, both its own and 
those of independent agencies,’ 
he added. 


Some private broadcasting in- 
| terests feel that shortwave should 
jreturn to its prewar status, with 
each transmitter privately oper- 
ated and programmed. 


Funds in Doubt 
| 


In proposing the foundation at 
| this time, the State Department 
| was undoubtedly conscious of hos- 
tility in the House appropriations 
committee toward further funds 
for shortwave broadcasts, now 
programmed in 25 languages 
the Office of International Infor- 
mation and Cultural Affairs. 

While the committee has yet to 
publish its recommendations for 
State Department’s 1948 budget, 
a year ago the broadcasting and 
other activities were saved only 
as a result of Senate intervention. 
| The foundation plan was given 
|complete—if reluctant — approval 
iby the NAB. While the associa- 
| tion pointed out that “the Amer!- 
|\can way of broadcasting” would 
| be a better way of interpretns 
| American life to other peoples, }" 
|agreed that “this is not now eco- 
|nomically feasible.” 

NAB’s endorsement coniained 4 


DY 


single reservation, calling 
periodic reexamination of 
situation to determine whe 


will be possible to conduct inter- 
|national broadcasting ‘mor 

harmony with the free system 
American domestic broadcasting 


Gets Jewelry Account — 
| C. Kilpatrick Company, W1%¢ 
sor, Ont., jewelry manufacture! 
has placed its advertising 

| Elton M. Plant Company, Wine 
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Music for Millions, sans 


Losses, Is Reichhold Aim 


Chemical Producer 
Combines Records, Art 
and Plastics in Deal 


By JOHN H. CRICHTON 


New YorK—Symphony and 
classical music is _ historically 
synonymous with the upper fi- 
nancial and social strata, and the 
counterpoint of Bach or the deli- 
cate strains 
Brahms normally 
fall on ears 


blood and ex- 
pansive bank ac- 


Detroit, 


Henry Reichhold 


it on a _ paying | 
basis, and 
promotional 
idea. 

Mr. Reichhold, who 
garage chemical business into a 
$50,000,000 annual gross volume 
with 11 plants in various parts of 
the world and 3,000 employes, 
takes a dim and well-publicized 
view of modern music. The phrase 
“Diamond Horseshoe mentality” is 
frequently tossed around in his 
conferences and Mr. Reichhold 
generally holds a low opinion of 
symphony boards of directors, a 
circumstance directly relative to 
his own experience with the De- 
troit Symphony. 

Like many another symphony 
orchestra, the Detroit group had 
been ailing financially for years, 


Tan 


and was annually revived by aj} 


monetary transfusion from its 
wealthy patrons. With the ar- 
rival of the war and_6 stiffer 


income taxes, this support grad- 
ually dwindled, and by the time 
Reichhold took over the Detroit 
Symphony in 1943 it was com- 
pletely moribund. 


Building Pays Dividends 


It is now in the black. The 
building it owns is paying divi- 
lends, and offers a strange com- 
bination of legitimate 
classical music and swing bands, 
with Spike Jones treading hard 
m the hallowed heels of Bee- 
thoven. In the lobby, by no coin- 
cidence, the audience may buy 
copies and subscriptions to Musical 
Digest, the 50-cent 
magazine Reichhold is promoting 
with a million-dollar radio show, 


or albums of Vox Records. also a} 


Reichhold property. 

Reichhold is getting ready to 
unleash a popular concert series 
all over the country. He is con-| 
Vinced that small towns offer a/| 
great, untapped market for music, 


d he intends to reach them by | 


booking small symphonic groups of 
About 60 to 70 pieces. 
The concerts will operate on a 


lranchise from Carnegie Pop Con- 
certs, which Reichhold bought late | 


March. Local promoters will 
et up the concerts and will utilize 
musical groups; however, 
ical organizations will work in 
so that orchestras can be 
red by the week, and play five 
ix concerts in various cities. 
Reichhold figures, will cut 

Ne cost of symphony music to 
all towns from $3,000 to $4,000 
neert to about $1,200 to $1,500. 
e Carnegie concert series will 
immediately, be.spread rap- 
to other cities. Eventually 
it 1,000 cities will be hearing 
€m, Reichhold believes. In ad- 
n to the booking arrange- 


reas, 


r+ 


of | 


warmed by blue | 


ments, Reichhold will shortly be | 
sending out concert artists. 
Detroit industrialist is on record 
as opposing present booking and 
concert systems, and Musical Di- 
gest has recently been running 


The | 


| noon, 


articles critical of present concert | 


artist booking, pointing out its 
unfairness to young and unrecog- 
nized talent. 


Seeks ‘200 Kids’ 


Mr. Reichhold wants to develop 
young talent. 
“about 200 kids” under contract, 
and company sources say happily: 


| “You should see some of the let- 


employing modern | 
methods to sell the! 


theater, | 


musical class | 


ters we've gotten from artists 


counts. Except in | Who’ ve heard about our plans. 
where| heir names would surprise you.” 
Henry H. Reich- While the artists probably will 
hold is busily en- | |receive less money for concerts 
gaged in altering | (Reichhold likes to talk about a 
the world of | $2 
music by putting | 


50 fee instead of $1,000 up), 
they’ll have much less deducted 
(Reichhold says he’ll work on a 
5% rather than a 50% basis). 

Behind the Cusnenie Pop series 


|sive for 
| symphony 


for concerts, 


radio. 


equally unimpres- 
Further, the new 


rental too high. He bought the 
Wilson Theater, renamed 
| Music Hall, and started making it 
pay. 

Reichhold believes that the 
trouble with theaters is that they 
are too seldom used. Accordingly 
Music Hall holds morning, after- 
evening and midnight per- 


formances. Far from being a 


Temple of Serious Music, it will 
shortly be host to _ legitimate 
|theater, and up to now it has 


He expects to have | 


| is a plan fundamentally like that | 


a | of Howard Johnson, who stipu- 
lates the architecture, design and 
location of the restaurants bear- 
ing his name, but later sells them 
only ice cream and has no other 
income from them. Reichhold will 
package the Carnegie Pop idea, 
sell it to local promoters, then 
draw his income from a percentage 
|on artists’ fees. All Carnegie Pop 
|concerts will be self-liquidating, 
| Mr. Reichhold says. 
gest subscriptions and Vox Records 
fees will be divided on a basis yet 
to be arranged. 

The artists’ series will be backed 
by heavy magazine promotion and 
some newspaper advertising, its 
sponsor told AA, “just like RCA 
| Victor does.” 
so far has stuck closely to edu- 
cational albums and classics, will 
start widening its scope shortly, 
and will be promoted aggressively, 
largely in magazines. 


Columbia Records Series 


Vox Records has not yet re- 
corded the Detroit Symphony, nor 
any of the artists Reichhold will 
sign up. But this will start 
shortly. Nor are the recordings 
made on Reichhold plastics. But 
as Reichhold catches up with its 
backlog of orders, plastic will be 
| diverted to take care of the record 
company. 

In fact, 
Corporation 
| first series of 


Columbia Recording 
will bring out the 
records by the Car- 
|negie Pop Orchestra, not Reich- 
| hold. 

Allowing for the fact that the 
|German-born chemist has ex- 
panded so rapidly in the musical 
| field that he has yet to consolidate 
his music-record-plastics opera- 
ltion, he has made a terrific im- 
| pression in the music field, largely 
because of two things: 
spoken view that musicians are 
exploited and that music should 
|pay for itself; his theory that 
music is for mass audiences. 

| Until a couple of years ago, De- 
troit was a city of automobiles, 
movies and baseball. The sym- 
phony had ground to a dead stop 
when the American Federation of 
Musicians and its board of direc- 
tors failed to come to terms. The 
city had one legitimate theater, 
under Shubert management. Its 
2,000,000 people were a gold mine 
for movie and night club oper- 
ators, and the Detroit Tigers 
stacked up phenomenal attendance 
records. 


Opens ‘Music Hall’ 


the 
cav- 
poor 


over 
that 


was 


Reichhold, in taking 
symphony, discovered 
ernous Masonic Temple 


Musical Di- | 


| 1923. 
Vox Records, which | 


His out- | 


| fair. 
|have been exploited for 


presented such varying attractions 
as the Ballet Russe and Ballet 
Theater, Spike Jones, and almost 
all of the top dance bands. 

Music Hall is currently giving 


the Symphony a $5,000 a week | 


profit, rentals account for $100,- 
000 a year, the parking lot brings 
in $50,000, and the Symphony 
benefits from all concessions—in- 
cluding sales of Musical Digest 
and Vox Records. 

Suggests 20% Profit 

Mr. 
when he first got into the music 
business, he “just wanted to make 
it break even.” Now, he says, he 
wants to make it show a profit. 
He thinks about 20% would be 
Actually, he feels, musicians 
a long 
time, and they have not benefited 
from their efforts. Under the 
Reichhold system, they’ll get more 
of their earnings. 

Reichhold is a _ big, 
man, 
looks a little 
tenor, and has a pleasant, soft 
voice, tinged with a Viennese ac- 
cent. He used to play a violin. 
He says he likes to work with 
musicians, that they are very 
much like chemists. 

Reichhold was born in Berlin 
in 1901, educated in Vienna, and 
emigrated to the United States in 
He went to Detroit, 
to work for the Ford Motor Com- 
pany, and quit two years later 
when Ford refused to give him a 
raise. With C. J. O’Connor, now 
president of Reichhold Chemicals, 
he started producing in a garage 
in 1927. 

As a large, personal corpora- 
tion, RCI has pushed steadily up- 
ward. Reichhold, who talks| 
freely about his operations and | 
plans in the musical field, is as 
garrulous as a clam about his 
chemical operations. “Very tech- 
nical,” he says, “purely 
trial. Very few people know what 
we make—and we like that.” 


powerful 


Makes Various Products 


Actually, Reichhold Chemicals, 
Inc., makes synthetic rosins, resins 
and plastics. Its agency is Mac- 
Manus, John & Adams, Detroit, | 
and while Kenyon & Eckhardt 
handles the “Sunday Evening 
Hour,” no agency has officially 
been named for the Musical Di-| 
gest and Vox Records accounts. 

The natural question, in 
of his many musical activities, is 
how does he run the chemicals 
company? Reichhold_ says 
doesn’t, that the company pretty 
much runs itself without him. 

The music-for-the-masses 
runs through Reichhold’s conver- 
sation like a theme in a 
He is convinced that larger audi- 
ences are necessary, that classical 
music must its own cus- 
tomers. Accordingly, the Detroit 
Symphony frequently plays light 
programs, normally under a title 
like “Viennese Night” or ‘“‘Gersh- 
win Night,” and Reichhold reports 
that the audience fresh and 
eager, unlike the bored and treat- 
tired group which normally 
patronizes the symphony. 

Like many another good pro- 
noter, Reichhold is growing his 
customers. Akin to _ baseball’s 
knothole gangs, school children of 
Detroit and Michigan get a weekly 


raise 


1S 


president thought the | 


Reichhold told AA that} 


considerably overweight. He | 
like a Wagnerian | 


went | 


indus- | 


view | 
he | 


idea | 


fugue. | 


51 


_ AN ADVERTISEMENT BY THE COMMUNIST PARTY, U. S. A. 


When they say 


it the} 


“Outlaw the Communists” 


IT’S YOU THEY'RE AFTER? 


You're jus the average American. You like to say what you please, chink 
what you apneok do what you please 

You're oot s Communist. If they do outlaw the Communina, what doas 
hut mean to you? 


Here’s what it means to you 


fe menos chat America has taken che firs sep coward fasctam 


> 
eae 
s 


You see how fast they get to you? We 
outlaw the Bill of Roghes No one is sa) 


law the Communists, they 


Who wants to outlaw Communists? 
Ics nor che average Americas who wants 9 ourliw che Communi Parry, 


they « 

po ages ty tor hous: tor 

So they can deny yo: po LD fances che cughee 60 
o wares sod gecheedian ond wan 


bg): 
are ountanding 18 tie igh fan a peng. tigh snd wefan, aad fore 
um aod lasing peace. 


The danger is real—the danger is now! 

On March 24 utey hegao before the House Uo Americ 10 Commictes 
headed by the Republican J. Parnell Thomas... 0 the doses or more 

bills proposed r outlawing the Comevanist Party 

Rep Rakin has cr Y mene pow bh wend ous every decent mumded 

oa Paper ed Scares as 2 so-called jae. Rep. Fred Hartley, 

per aeer trees chauman of tho House Labes Conaines ap kh 

el introduce his own ball 

rican enough But when s member of Truman's 

© Labor Lew Schwellenbach, calls openty for the out. 

Wewing of the Communi Parcy . .. this shquid shock every democrasic 

‘Amencas to 8 realzavon of the real and urgent danger. 


The American people are not suckers 

The eescionae eo are mov ing tat la Washlaguon, They bape ooy a 

before people wake wp to what w happening 

have fath oo the Amencae ‘We believe Amer 
dean be takew 2wsy from them behend che 


beans ure oe vemart 0 let 
eaten rees of s bywery cal oud exaee 


Dp you want fasciam ir America? H you do's, dhe fo your ows se 
hudson lor Amernca’s sake 


it is your duty to speak out now! 


PTT TT TT) 2 


COMUAUNIST PARTY U. 5. A. 35 Last 12th Strest, Mow York 3, MY. 


dozen metropolitan newspapers. 


A Message... To The Secretary of State 


act Now! 


iif 


mrs 
U. 8 Congran, Wastingion, BC. 
YOUR OWN CONGRENEMAM! 


ABOUT THE BILL OF RIGHTS—Big Business will get you if you don't watch 
out, according to this full-page ad of the Communist Party, appearing in a 
It is the CP's first step in a newspaper and 


radio campaign combatting proposed legislation to outlaw the party (AA, 
March 31). 
| symphony session. In Detroit 


busses bring children from schools 

'to the Music Hall at 10 a.m. each 
| Wednesday; the program is piped 
into schools in the city and 
throughout the state. “Children 
who like the programs,” Mr. 
Reichhold says reflectively, ‘are 
apt to bring their parents along 
to other symphony concerts.” 


Credit Cards Coming? 


Reichhold has many other ideas, 


| 


Glidden Paint 
Drive Increased 


CLEVELAND — Glidden Company 
this spring will spend more, per 
dealer, to advertise its Spred- 
Luster water-mix oil enamel and 


| other products than has ever be- 


fore been spent “in paint history,” 
it has announced. 

The drive will be “centered” in 
187:markets. Newspapers, maga- 


including a variation of the rail- | zines, spot radio and farm papers 


roads’ credit card idea. 


Detroit | will be used. Copy on Spred- 


Symphony patrons will be able Luster will spearhead the adver- 
| to charge concerts, and make ar-|tising, in which dealer identifica- 
rangements for tickets to concerts | tion will be stressed. 


|in other cities, all on a credit 
basis. 
A quick man with a statement, 


Reichhold operates without bene- 


although Hal Davis, of Kenyon & 
|Eckhardt’s radio department, 
| worked with the chemist on his 
{musical activities. But he sparks 


jand general manager, 
| varnish division, 


A. D. Duncan, vice-president 
paint and 


said newspapers 


| will carry the major share of the 
fit of a personal publicity man—| 


has | 


| ideas, keeps public relations men | 


who work with him on radio 
shows alert. “The young soprano 
from Washington, D. C.,” and his 
trigger-quick entry into the Rod- 
zinski-Judson battle demonstrate 
|his awareness of publicity tech- | 
| niques. 

Reichhold’s associates are a 
|pressed with his lack of self-im- 
|portance. In his own office confer- 
lences, Reichhold habitually sits 
alongside the desk, joining in the 
group. 

He lives in Grosse Pointe, has 
two children, a girl of 15 and a 
son, 19, who served in the Navy. 
Besides music, he likes hunting, 
and has shot game in most of the 
U. S. and Canada. 


|'Receive AFA Charters 
The Club of Sioux 


City, 26 received a 


Advertising 
Ia., on March 


advertising of the new line of 
Glid-N specialties, including a 
liquid cleaner, self-polishing floor 
wax, auto polish, DDT spray, 
weed killer, metal polish, etc. 
The company has completed a 


| $25,000 studio here to provide free 


|color and decorating advice to in- 


|dustrial, business and consumer 
| clients. 
Meldrum & Fewsmith handles 


charter of membership in the Ad-| 


vertising Federation of America. 
A. W. Zahrte, local manager of 
the General Outdoor Advertising | 
Company, is president of the Sioux 
City club. The Advertising Club 
of Amarillo, Tex., of which F. V. 
Wallace, Shamrock Oil & Gas 
Corporation, is president, will re- 


ceive its charter on April 14. 


the account. 


Two Join Loft Candy 


Loft Candy Corporation, 
Island City, N. Y., 
Matilda L. Clark 
Price as manager of advertising 
and public relations, and display 
manager, respectively. Miss Clark 
was formerly on the copy staff 
of Warwick & Legler and Fuller 
& Smith & Ross, and with the pro- 
motion staff of Newsweek. Miss 
Price, who formerly maintained 
her own display studio, will be 
responsible for the designing of 
Loft candy packages. 


Long 
has appointed 
and Ruth J. 


Appoints Melhado 

Philip Melhado, 
president, director 
manager of Creative 
Shoe & Leather Reporter, has 
been appointed sales manager, 
sales promotion manager and ad- 
vertising manager of Thomasetti’s 
Shoes, Inc., Sedalia, Mo. He will 
make his headquarters in St. 
Louis. 


formerly vice- 
and western 
Footwear and 
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Adman Becomes 
‘Grandmother’ via 
Doll House Pieces 


(Picture on Page 63) 


CoL_umsus, O.— When John 
Stover, head of John Stover Ad- 
vertising Agency, built and fur- 
nished doll houses for his three 
daughters about four years ago, 
he unwittingly began for himself 


a new business which today car- 
ries the quaint name of Grand- 
mother Stover’s, Inc. 

Through this firm, “Grand- 
mother” Stover manufactures and 
distributes to department, gift and 
toy stores, a series of doll house 
accessories built on a scale of one 
inch to one foot. At the same time, 
Mr. Stover has shrewdly made use 
of the desire of food manufac- 
turers for 
with the 


result that they have 


ian INDUSTRY 


is MOST READ, MOST PREFERRED 


in the confectionery field! 


F | R S$ Ss ddewmen adaas too!* 


Figures on request 


(ANDY INDUSTRY The Newspaper of Cidinidinaes Business 


Don Gussow, Publisher & Editor 


* 33 W. 42nd St., 


New York City 


Other Don Gussow Publications © Bottling Industry © Fobocco reer 


additional advertising, | 


willingly supplied him with about 
50,000 miniature food labels with 
which doll house enthusiasts may 
stock their tiny cupboards. 

The miniature labels for the 
packages not only lend realism to 
the doll house kitchens but also 
are in considerable demand by 
collectors. The Grandmother 
Stover’s line, carrying the Par- 
ents’ Magazine commendation 
seal, is expected to distribute 
more than 1,000,000 miniatures 
during 1947. 


Motion picture distributors and 


exhibitors during 1946 spent an 
average of $1,250,000 weekly for 
advertising, despite space curtail- 
ments as a result of newsprint 
shortages and strikes which af- 
fected papers in many U. S. cities. 


ito the 1947 Film Daily Year Book 
is ene |of Motion Pictures, was $65,000,- 

'Two Join Pershall |000, which is $2,000,000 more than 
“Si” Simon, formerly with|Was spent in 1945. Newspapers 
Agency Art, has joined J. R.| got $52,000,000 in space each year. 
Pershall Company, Chicago, as|} Other expenditures listed in 
associate art director. Kenneth E.|the Year Book: direct mail and 
| Markel, formerly with the Chi- | accessories, $5,000,000; ($4,500,- 
on rege ieee Rat onsen 1000 in °45); magazines, $5,000,000 
production man-| ;,, +46 $4,000,000 in ’45. Radio ap- 


— | propriations were double 1945’s 
$1,000,000 and outdoor advertising 
went from $1,500,000 in 1945 to 
$1,700,000 in °46. 


He * * 


'Caterpillar Ups Bass 

Max Bass, editor of “News & 
Views,” employe magazine of 
Caterpillar Tractor Company, 
Peoria, Ill., has been promoted to 
employe publications manager. 


The Pennsylvania “luxury” 
levy against cigars, following close 


News, Advertising, 
Readership 


Devoted to Building a 


Better Civilization 


Pf 
ap 
Ps 
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What makes advertising in THE 
MONITOR effec- 
beyond the ordinary degree 
of effectiveness? Depth of pene- 
because of 
its unique position with its readers, 
offers you more than coverage. 


CHRISTIAN SCIENCE 
tive 


tration. The MONITOR, 


penetrates beyond the 


face interests of the men, women, 
and youth in this market and reaches 
the heart of their buying impulses. It 


causes these readers, 


again, to go to their local retailers 
and ask by brand name for mer- 


SPEAKING OF DEPTH OF PENETRATION, 
“We have just completed eighteen years of continuous advertising 


SAYS: 


DEPTH OF 
PENETRATION 


reaches the heart of the market 


chandise they have seen nationally 
advertised in the MONITOR. 

These loyal readers enjoy much 
better than average ‘‘spendable 
income’ — spendable for the better 
things of life. And they always prefer 
to buy products advertised in this, 
their favorite newspaper. 

Give your business the stimulus 
of a program of MONITOR advertis- 
ing. A tailor-made proposal will be 
gladly submitted on request. THE 
CHRISTIAN SCIENCE MONITOR, One, 
Norway Street, Boston 15, Mass. 


It 


mere sur- 


time and 


ADVERTISER 


HERE IS WHAT ONE 


in The Christian Science Monitor and wish to express our thanks to this 


paper and its readers 


for their staunch support.’ 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Screet 

SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2 
GENEVA: 28 Rue du Cendrier 
SYDNEY: 46 Pitt Street 


Connaught House, 163 /4 Strand 


Total ad bill for 1946, according | 


on the heels of the proposed sof; 
drink levy (AA, Private Line: 
March 31) is raising a how] from 
farmers who claim that the ex- 
cise tax of $10 on each 1.009 
cigars would substantially lowe 
Pennsylvania cigar sales. <A; 
Lancaster, Pa., the Tobacco Farm- 
ers Committee of Lancaste, 
County has been formed, and wij] 
protest the tax as unfair to 
“great home industry.” 

About 35,000 acres of tobacco 
are grown in the state annually. 
Through the proposed tax, the 
state expects revenue of $10,000.- 
000. Also expected is promotion 
of a bill to put a one cent pe: 
quart levy on beer. 

co * 


an 


a 


Among the agencies not in- 
cluded in the $5-10,000,000 billing 
bracket, but getting close to it in 
1946 (AA, March 17) was Hir- 
shon - Garfield, Inc., New York 
and Boston. From a bit more than 
$3,000,000 in 1945, this agency’s 
billing moved to about $4,000,000 
last year and is now on a $5,000.- 
000-a-year basis. About three- 
fourths of the total is handled by 


| instruments, 


New York. A London office re- 
cently was opened. Major ac- 
|counts include Acousticon hearing 
Broadstreet’s Stores 

| Speidel watch bands, and Flexees. 


Officials of the Dr. Pepper Com- 
pany, Dallas, are surprised and 
| disconcerted by indictments charg- 
| ing them and associates in the soft 
| drink business with diversion of 
11,250,000 pounds of sugar into 
| black market channels. S. M. Left- 

wich, vice-president and general 

|counsel for the Dallas compan) 
said that it “has no financial in- 
terest” in various bottling plants 
in several states named in the in- 
dictments returned at Albu- 
querque, N. M. According to Mr 
Leftwich, many of the plants mak: 
other drinks beside Dr. Pepper 


a Pd a 


Philco figures tell a convincing 


story for advertising—for whic! 
the Philadelphia manufacture! 
has, since 1919, invested 7.3% ot 


total sales. 

During that period, Philco has 
sold $781,000,000 worth of prod- 
ucts in the civilian market. Its 
name and product advertising has 
amounted to $57,000,000. Inci- 
dentally, one of its most impor- 
tant assets, the trademark Philco, 
isn’t valued on the balance sheet 

oe * * 

The Chicago Grocery Industry 
| Committee is sending to its men 
|bers a “Code of Ethics for Han- 
|dling Retail Orders.” It contain 
| potas published for considera- 
{tion by wholesale grocers, 
eratives, manufacturers, and 
|tailers. From the more lofty ain 
|for the business generally, th¢ 
| pamphlet mentions such common- 
|place but important items 
| writing orders legibly. It also urs 
| that retailers refrain from plac! 
‘orders with specialty sales! 
when all they want is to get 
of the salesmen and have n 
|tention of accepting the 
arrival. 


coop- 


gooa 


‘Two Join MacFarland 

Russel W. Keegan, form 
with Booz, Allen & Hamill 
management engineer, and Hel 
Lindahl, formerly statisticia! 
the market research depart! 
of Pabst Sales Company, 
joined the research departmen' 
MacFarland, Aveyard & Co., ' 
cago agency. 


Gets Pilser Brewing 


Pilser Brewing Company 
York, has appointed Deuts 
Shea, New York, to promote 
ser’s Extra Dry beer and C! 
ale. 
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Starts Record Ad 
Drive for Tartan 
Lotion in June 


(Picture on Page 63) 

New YorK—McKesson & Rob- 
bins, Inc., in June will launch 
what it believes is the biggest 
campaign in the history of suntan 
for its Tartan, marketed 
in a four-ounce bottle and fair- 
traded to sell at 59 cents plus tax. 

The advertising schedule will 
include full-color pages in Col- 


Advertising Age, April 7, 


loti ns, 


ier’s, Holiday, Life, Pictorial Re- 
view and The Saturday Evening 
Post; 1,000 24-sheet posters in 
major cities on both coasts; one- 


minute radio spots and time on 
participating shows, including 
those of Arthur Godfrey, Mar- 
garet Arlen and Priscilla Fortes- 
ie, and point-of-sale material. 
In addition, radio platters will 
be made available for retailer 
use, and mats will be furnished 
for cooperative newspaper adver- 
tisements. Hotels in resort areas 
will be asked to use color cards 
under dresser glasses in individual 
rooms. Point-of-sale advertising 
will include window and counter 
displays for drug. stores, and 
easel-backed reproductions of the 
ational ads. 

Details of the promotion are 
eing explained to the company’s 


ales organization in a_ portfolio| 
eaded, “A sensation in the sun—| 
sensation in sales,” and to drug | 


etailers via a special broadside. 
Tartan lotion was _ tested 
Florida beach resorts late in 
1946 season, 


at 
the 


were distributed 
Florida 


to guests by 
beach hotels. Leaflets 
explained use of the product in 
guarding against painful burns. 
for the new product are 

it admits 90% of the sun’s 
inning rays while screening out 
35% of the burning rays; it con- 
tains no grease or oil; it is anti- 
and practically stainless, 
it contains no iodine or tannic 
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Claims 


septic 


Benton & Bowles is the agency 


Appoints Menhenett 


Donald S. Menhenett, formerly 
vith Hubbell Advertising Agency, 
leveland, has been appointed ad- 


vertising manager of Plasti-Kote, 
Inc., Cleveland, producer of a 
insparent finish plastic paint. 


WILL YOUR ee 
BE REMEMBERED? 


Your name on a Gits Quality plastic 
| product expresses, inexpensively, 
| friendship and esteem for a long time. 


_ 
aes 

Sits Razor-Nife, gift of a thousand uses, in 
y lustrous colors, with Safety Hondle and 

calpel-sharp blade. 
| or" 
| Git transparent Letter Opener, with offset 
{ ifying handle, lithely designed for a life- 
y dependable use at home, office or factory. 


Thimbles for the ladies—puncture proof. 


| rted colors, four sizes. . . thimbles 
f imother never dreamed of. 
| | 
(C= 
the famous Gits Flashlight... a “Mile” 


st word in flashlight perfection 
Ask your specialty jobber to show you GITS 


i 
F f Light, with unbreakable plastic parts... 
i Quality Plastic Products. 


| 


Molding GES ctation 


4s 0 W. HURON ST., CHICAGO 44, ILL. 
Manufacturers of the famous 
Flashlights, Knives, Savings Banks 
| Games, Protect-o-Shields, Etc 
CANADIAN DISTRIBUTOR: Myer Bald, Lid. 


69 York Sireet, Toronto 
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Starts Model Railroad 


when 50,000 samples | 
one-ounce bottles of the product | 


Promotion with Contest 


A nationwide contest to find the 
best track layout and use of 
model railroad equipment to fit a 
model village window display 
loaned for the contest by the Hal- 
licrafters Company, Chicago radio 
manufacturer, has been launched 
for Model Railroader Magazine, 
Chicago, by Sales Promotion Af- 
filiates, Chicago, as part of its new 
promotional campaign. The first 
prize will be a Hallicrafter radio. 


Form Drug Company 


Drug Essentials, Inc., a new 
drug manufacturing and distribut- 
ing company, has been formed at 
4344 Wentworth Ave., Chicago, 
with Harry H. Shultz, formerly 
merchandising and sales manager 
of Royal Mfg. Company, as presi- 


dent. Sidney L. Moyer, formerly 
vice-president and general man- 
ager of Chicago operations of 
Royal, is secretary-treasurer. 


Tucker-Emmrich to Kuhn 


Randolph Kuhn _ Advertising 
Agency, Portland, Ore., has been 
appointed by the Tucker-Emm- 
rich Company to handle the new 
advertising campaign for Emm- 
rich coffee, which is being pack- 
aged this year in pliofilm instead 
of paper bags. Radio stations 
throughout Oregon and_ south- 
western Washington and _ local 
newspapers will be used. 


Hall Joins F&S&R 


Stephen I. Hall, 


formerly mer- | 


chandising editor of Radio & Tele- | 


vision Retailing, has joined Fuller 
& Smith & Ross, New York, as as- 
sociate account executive. 


Over 35,000 circulation, in- 

cluding 24,000 league and ie 

city association officials. The only 

magazine with 100% coverage of 

. 3394 certified Bowling establishments. 
Bowling market, wide open 
after four war years, produces 

$291,000,000 annually — three 

times as much as pro baseball. 

Write for our latest rate card today. 


THE BOWLER’S WwING 


oy seican BOWLING CONGRE: 
_ 2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


Cosmopolitan readers 


are the JONESES 


other people try to 


keep up with... 
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ADVERTISI 


Cash with on 


age POT TARR Cte A. BS, er 


column inch. Regular card discounts on multiple insertions and space over 5 inches apply on display. 


HELP WANTED 
ADVERTISING & PUBLISHING 


Pee HELP WANTED | - 
COPYWRITER. Building manufac- 


ALL TYPES OF POSITIONS | turer preparing for big building 
Placements anywhere in the j}activity needs experienced man on 
United States booklets and dealer displays. Perma- 

GEORGE WILLIAMS—Personnel |}nent. Good future. Five day week. 
209 S. State St., Har. 2063, Chicago| Modern air conditioned office with 
pany a Pa = ideal working conditions. Submit 


Assistant or managing editor agri- | fay samples and state salary needs. 
cultural publication Should have | . 
newspaper and makeup experience, | 
agricultural college training Give | - 
history and experience 


National Gypsum Company, 
Buffalo, N. Y. 


ADVERTISING AGENCY > 


Box 8872, ADVERTISING AGE | ,, COPY AND CREATIVE MAN 
100 E. Ohio St., Chicago 11, Il). | Established Chicago agency with 
—- - } tremendous growth in past five 
FRED J. MASTERSON |years having substantial national 
Advertising & Publishing | Sosoneta, Must have good agency 
Personnel }ereative and copy background. 
Placements of all types with leading | Drugs, food, or farm account expe- 
organizations |} rience necessary. This is a top job 
185 N. Wabash Ave., Chicago with top salary for a top man. Your 


creative abilities will be quickly rec- 
ognized. Our personnel Know about 
| this ad. Write fully. 

Box 8868, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
ACCOUNT EXECUTIVE 
Agency has good opening for ag- 
gressive man in New Business De- 
partment. State background, age and 


« PERSONNEL PLACEMENT - 


full details. Excellent opportunity 
for the right man. Our staff knows 
ADVERTISING » SALES 1323 Avenue of the Americas Of this advertisement. 


. Box 8869, ADVERTISING AGE 
CREATIVE - OFFICE (near Sie Sh.) 8+ CERI 100 E. Ohio St., Chicago 11, Ill. 


| Attractive opportunity 


HELP WANTED 


~ COPYWRITER 


New, growing agency needs young 
man with two or more years of 
sound copywriting experience with 
an agency. A workman rather than 
a genius is desired—one who knows 
how to put together general cops 
and radio commercials in present- 
able form. Salary commensurate 


with ability to produce. 

Box 8849, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 
COMMERCIAL ARTIST 
for versatile 
artist and layout man. Small, well- 
established agency in stable Central 
Ohio city of 45,000. Business has 
excellent sixteen year record of 
steady employment, Salary com- 
mensurate with ability and experi- 
ence. You will like the business, 
the people and the town. We ex- 
pect you to come and stay. 

Box 8863, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 

ADVERTISING & PUBLISHING 
Recognized Personnel Service. Op- 


| erating nationally since 1914, Con- 


| fidential 


intermediary. Both to Em- 
ployer and Employee. 

SHAY AGENCIES 
30 W. Washington St., Chicago 3 


WANTED — Experienced retail ad- 
vertising man capable of laying out 
newspaper ads. If you are not satis- 
fied with your present position, here 
is the opportunity you’ve been wait- 
ing for, with an established adver- 
tising agency. Write at once giving 
age, experience, salary desired. 
“JESSOP ADVERTISING CO., 
2100 Tower Blidg., Akron 8, Ohio 


A 


grows old as well as the body." 


and fine type. 


TELEPHONE HARRISON 3732 


hat judges of important causes should 
hold office for life is not a good thing, for the mind 


ARISTOTLE, Politics 


Careful consideration should be used in preparing 
art work for newspaper campaigns, as variations 
in inks and newsprint stock present problems that 
must be overcome if satisfactory reproduction is 
to be secured. Contrasts of light and dark tones 
provide a desired sharpness; while blending tones 
should be avoided whenever possible. * Custom- 
ers often consult P & A before proceeding with 
art work. Thus they get the benefit of the mat 
maker's experience in producing for this media. 
They are advised on general treatment and choice 
of screen. Also on mat selection. * Partridge & 
Anderson produce two types of mats; the stand- 
ard or lower priced mat that provides for line 
subjects and simple screens; the other, the pre- 
mium or highly coated mat for tone complexities 


PARTRIDGE & ANDERSON COMPANY 


712 FEDERAL ST., CHICAGO 5, ILLINOIS 


ELECTROTYPERS + NICKELTYPERS » MATRICE MAKERS + STEREQTYPERS 


HELP WANTED 
Salesmen to sell Flurafiex, fluores- 
cent advertising display; brighter 
than neon at half cost. Exceptional 
opportunity for large earnings in 
organizing sales to national adver- 
tisers. Address: Room 627, 53 W 
Jackson Blvd., Chicago. 


POSITIONS WANTED 


Circulation Manager: Seasoned busi- 
ness paper executive. Can install 
and supervise complete systems. 
Box 8850, ADVERTISING AGE, 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING CARTOONIST 
20 years’ free lance experience nat. 
aects. Offers service by mail. 
RAY THOMPSON—Wyncote, Penna. 


YOUNG ACCOUNT MAN 
seeks better opportunity as exec, or 
asst. 4 years’ agency exper.— acct. 
exec. {present pos.), asst. acct. exec., 
prod. mgr. on consumer & indust. 
Sharp on copy, ideas, follow-thru. 
A.B. Degree; age 29; married. 
Bex 8867, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


ADV. ARTIST— LETTERING 
4 vears’ experience. Age 27. Desires 
an opportunity for short interview 
to show samples Moderate wage. 


Phone, BELmont 2000, 
EDITOR AVAILABLE 
House organ editor, broad experience, 


ehiefly dealer and consumer pubs., 
now available for these or trade 
paper job. Can take poor pub. and 
make it pay out. Chicago area pre- 
ferred, Write. 
Box 8873, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


HOME ECONOMIST with advertising 
background, ten years’ experience 
food and equipment desires position 
with agency or manufacturer. 
Box 8874, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 


Available June 1 for position as co- 
ordinator of motion picture, slidefilm 
and television shows in agency or in 
large firm as production manager of 


personnel training and advertising 
promotion films. Am presently en- 
gaged as director of slidefilms and 
motion pictures with commercial 
film company Location irrelevant 
| Will accept foreign or domestic po- 


sition. Cannot 
under $10,000. 
Box 8875, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Tl. 
REPRESENTATIVES WANTED 
WANT SALES REPRESENTATIVE 
IN CLEVELAND AREA 
Leading manufacturer of nationally 
advertised sales tools offers a per- 
manent position with liberal draw- 


consider anything 


ing account and active accounts for 
man who can contact sales manag- 
ers and advertising departments. 


Technical background, and experi- 
ence selling advertising space, direct 
mail campaigns, or advertising spe- 
cialties especially helpful. Write 
fully, stating age, education, ex- 
perience, 

Box 8871, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Il. 
REPRESENTATIVES AVAILABLE 
ESTABLISHED EASTERN REP. 
Organization will consider adding 
trade or consumer publication hav- 
ing sound potentialities. Commission 

basis. 
Box 8856, ADVERTISING AGE, 
330 W. 42nd St., New York 18, N. Y. 


__MISCELLANEOUS 
PUBLICATION WANTED 

Will purchase business or class mag- 

azine. Give complete particulars. 
30x 8870, ADVERTISING AGE 

_100 E. Ohio St., Chicago 11, Ill. _ 

PRIVATE OFFICE in loop suite 

available for one-man agency or ar- 


tist. Location convenient to trans- 
portation. Write particulars con- 
cerning your office requirements. 


Box 8865, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
STOP — DON’T WASTE POSTAGE! 
Do you use circular letters? Do 
they get results? There is a way to 
tell, before mailing, whether a sales 


letter is likely to succeed or fail. 
It's new. Write for free informa- 
tion. 

SELEFEX SERVICE 
P. O. Box 3051 St. Louis 5, Mo. 


r 
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Secretary 
Wanted 


Chicago agency head is grant 
ing his secretary leave of ab 
sence May | to September 30 
Wants young woman wit! 
thorough agency experience tc 
substitute. Can arrange steady 
employment with same firm ij 
applicant does satisfactory jot 
this Give complete 
experience, salary wanted and 
references. This is a good po 
sition; 5-day week with highly 
reputable agency on LaSalle 
Street. 


summer. 


Address 


Box 6685, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, ||| 


7 
| ! 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 


bem eehtentaennd 


WANTED 
EXPERIENCED 
COPYWRITER 


To a man who is an experienced 
writer and who knows how to dig 
deep for facts, we offer a re 
markable opportunity in this fast 
growing, progressive AAAA 
Agency. Previous agency experi 
ence required. His initial assign- 
ment as an assistant account 
executive will require contact as 
well as creative copy work. 


Give complete details on persona! 
history and experience in first 
letter, including reasons you be 
lieve you have creative ability. 


The Griswold-Eshleman 
Company 
Tarminal Tower Cleveland 13, Ohio 


WE CAN MAKE SOME 
COPYWRITER HAPPY! 


lf you are in an agency copy 
department know indus 
trial copy . . . want to escape 
the regimentation . . . we have 
the ideal copy job waiting 
Older hand with know-how pre 
ferred. Location — Pittsburgh 
Write Box 6686, ADVERTISING 
AGE, 330 W. 42nd St., New 
York 18, N. Y. 


| EXEC 


of public relations work is required 
(1) ability to organize “extra 
interest to employes and 

(2) personality that will gain 


(3) a talent for selling his id 


the direction of a staff of assistants. 


Knowing there are not many men a 


100 E. Ohio Street 


Unusual Opportunity for 
PUBLIC—EMPLOYE RELATIONS 


UTIVE 


to manage established department of a nationally known company 
with headquarters in Chicago employing thousands of workers. Knowledg: 


and this man should also have: 


curricular” programs of mutual 
management 


cooperation of skilled and com- 


mon labor as well as white collar workers 


eas to employe groups. 


The candidate should be between the ages of thirty-five and forty-fiv: 
Previous experience in the field this company is engaged in is not essentic 
The position is an interesting one involving inter-departmental relations 0”: 


The pay will be in five figures 
vailable who meet these requiremen's 


we are publishing this advertisement in the hope that we will contact « 
man with suitable experience and perspective 


If you are not interested, you may know of some one who would qualify 


BOX 6684, AVERTISING AGE 


, Chicago 11, Illinois 
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19 Nations Back 
Crowell-Collier 
‘World’ Magazine 


New YorK—Publishers of 19 
nations have signed contracts to 
produce and distribute, in more 
than 30 countries, a new interna- 
tional magazine sponsored by 
crowell-Collier Publishing Com- 
pany, according to Thomas H. 
Beck, chairman of the board. 

The magazine, largely pictorial, 
will appear in the languages of the 
areas served by the signatories. 
It will be non-political, will ad- 
yocate individual liberty and 
freedom from prejudice, and will 
foster the growth of understand- 
ing among people, Mr. Beck said. 
Countries represented in the 
yzreement and the companies in- 
volved are: 

Argentina, S. A., Editorial Bell, 
Buenos Aires; Australia, Consoli- 
iated Press Ltd., Sydney; Bel- 
sium, Guy Depier & Jean Henne- 
bert, Brussels; Brazil, Editora 
Sombra Limitada, Rio de Janeiro; 
British West Indies, Trinidad 
Publishing Company Ltd., Port- 
f-Spain, Trinidad; Chile, Empress 
Editora Zig-Zag, Santiago; China 
China Publishing Corporation, 
Shanghai; Cuba, Editorial ‘Car- 


55 
Johnson Agency Moves; |Launches Hat Campaign | 


Adds Three to Staff Society Club Hats, New York | “ONE THOUSAND Coony 2 Day" 
Johnson Advertising Service snd Fan Biv el ee | 


has moved its main office from launched a national campaign, 
Seattle to 441 Powell St., San featuring the theme “Fit Makes) Every single day of the week, one thousand guys 


Francisco. M. F. Tarpey, formerly a Hat a Hit,” in Esquire, Pic and walk into clubhouses all over the United States 


with L. C. Cole, has joined the|7#™e, plus trade publications. and join the Fraternal Order of Eagles. These fig- 
agency as account executive. Rob- ii ig ra ures are authentic and are not just some numbers 
ert Sherman, formerly copy chief Appoints Schaal we had left over from last year’s bowling season. 


At the present time there are 1,250,000 Eagles, 
75% of them industrial workers of the upper 
pacity, and John Milligan, for-| of Lever Brothers Company, has strata, the majority skilled workers. The industrial 
merly merchandising head of been appointed director of the worker is nine times out of ten a better cash cus- 
Honig Cooper, has been named Good Housekeeping Bureau, New tomer than his white collar brother, and eager to 


and radio director of Ruthrauff &| Ajpert A. Schaal 


er" P os , formerly man- 
Ryan, has joined in a similar ca- 


ager of the consumers department 


head of the merchandising de-| york buy your products if you just tell him about them. 
partment. haa 

‘Lebhar-Friedman Moves MORE THAN 
KXOK-FM Debuts Lebhar - Friedman Publications, | ONE MILLION 


Station KXOK-FM, St. Louis,|Inc., New York, publisher of 
has begun operation on 93.7 mega- | Chain Store Age and Public Works 
cycles and broadcasts six hours a| News, has moved its Chicago of- 
day from 3-9 p.m., seven days a/| fice from 612 N. Michigan Ave. to 
week. 450 E. Ohio St. 


SUBSCRIBERS 


704 WARNER BUILDING - MILWAUKEE 3, WIS. 


a S. A., Havana; Egypt, Al-| 


Hil lal, Cairo; Finland, Oy. Uus 
Suomi, Helsinki; France, Le 
‘arisien Libere, Paris; India, The 
Express Newspapers Ltd., Madras; 
Italy, Editoriale Domus S.A 
Milan; Netherlands, De Interna- 
nale Pers, Amsterdam; Sweden, 
Albert Bonnier Publishing House, 
Stockholm; Switzerland, Clairex 
A.O., Zug; Union of South Africa, 
Printing House Ltd., Johannes- 
irg, and United Kingdom, Pen- 
Books Ltd. 

Other publishers may join the 
enture before publication be- 
gins. That date will depend upon 
the availability of paper in the 
rious areas. 


D-F-S Boosts Bolas 


Dancer-Fitzgerald-Sample, Chi- 
igo, has promoted George Bolas, 


formerly in the radio time buying | 
lepartment, to assistant account | 
executive. Edward A. Nickey, for- | 


merly with the Chicago office of 
National Broadcasting Company, 
has joined the agency as an as- 
sistant radio time buyer. 


west coast 
adv. agency 


wants tie-in with Eastern 
Agency. Alert, progressive 
organization located in Hol- 
lywood Radio Center de- 
sires affiliation with national 
or expanding organization 
contemplating West Coast 
operation. Completely 
staffed to serve national 
account on regional basis 
also have West Coast ac- 
counts with national poten- 
tial. 


Answer Box No. 668! 


ADVERTISING AGE 
100 E. Ohio Street 
Chicago II, Illinois 


\. Y. OFFICE SPACE 


FOR RENT 


lvertising agency wishes to 

‘ublet 1,650 feet, light space in 
and Central district, nice 

ilding. $6,000 per annum on 
ear lease starting June 1, 

47. Prefer publisher or allied 

‘eld; must be well rated. Write 
own letterhead: no agents. 


80x 6683, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


—. 


all business is local 


National advertising, did you say? Take 


a look at this nationally advertised universally used 
packaged food item. In one city, recent brand 
preference studies show, 18% of the 
families buy it. In another, 23% ; in another 32%. 
© Why? Markets differ as people differ . . . 
in tastes, in reading habits, in buying habits. 
Only thing sure for certain is that every sale 


your advertising makes in any market is a loca Nay 


transaction ... a local consu» 


® That's 


“ALL BUSINESS IS LOCAL” AD IN BACKGROUND IS ONE OF SERIES PUBLISHED BY BUREAU OF ADVERTISING, A.W. PLA. 
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Gets Trailer Account 

Fleet Mfg., maker of Cabin Car | 
sport and travel trailers, has | 
placed its advertising with Com- | 
stock, Duffes & Co., Buffalo. Trade 
and consumer publications will be 
used. 


TS iiisieo teooucrs 


‘oz CONVENTION EXHIBITS ! 


Phone DEA N278 


179-NO WELLS ST CHICA 


DISPLAY STUDIOS 


|ago and boosted newsprint prices 


Canada was thus brought to $86 
a ton, $90 in New York. 


The three mills were Lawrence | 
Paper Mills Company Ltd., Price | 
| Bros. & Co. Ltd., and Donnacona 
Paper Company Ltd. The rae | 


Makers Boost 
Newsprint Price 


New YorK—The newsprint 
market, already the source of con- 


|increases were effective April 1. | 
| ie | 


cern to publishers and the center Launch Gas Range Drive 
of a Congressional investigation,, Glenwood Range Company, | 
was given a jolt last week as; Taunton, Mass., will start its first | 
three major Canadian mills fol-| postwar advertising campaign, | 
lowed the trend set by Interna-| promoting the 1947 line of gas| 
tional Paper Company a fortnight | T@9ges, in advertisements _in 89 | 
eastern newspapers. Insertions in | 
Woman’s Day, dealer spot radio | 
announcements, and dealer aids | 
will supplement. Alley & Rich- | 
ards, Boston, is the agency. 


$6 a ton. The base price for 


SK 


QW ' 2 


| 


“The next was 


my great-uncle, 


McDormat; he cornered ten front feet 


the 


in 


SEE Houston IN THE HEADLINES | HOW BIG..? 


W ASHINGTON 
TIMES-HERALD: 


Houston business 


district.” 


“Fastest-growing city in the nation 
miracle city of the century.” 


Houston is not only ‘on the move’, but is 


Anes headed to shove a bunch of other cities out 
BUSINESS: of their standings in comparative size.” 
NEWSWEEK: ‘One of the nation’s fastest growing in- 


dustrial cities.’ 


sei. SfOUSTON IN THE CHRONICLE 


To know and sell the Houston market, keep these two facts in mind: 


(1) Although Houston, the South’s largest and richest market, is 


growing rapidly, its growth is not of the boom type — it is a sound 


growth. (2) The 


Houston Chronicle provides advertisers with a 


single medium which reaches all corners and levels of this market 


with rare efficiency. 


The Chronicle’s leadership in Houston is a matter 


of record: for 34 consecutive years The Chronicle has been first in 


both advertising and circulation among Houston newspapers. 


The Houston 


Chronicle 


R. W. McCARTHY 


Notional Advertising Manoge: 
THE BRANHAM COMPANY 


The Houston Market is sold 
when your story is told 
..in The Chronicle 


| 


| 
| 
| 


| 
} 
| 
| 
| 
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CUT GIANT CHEESE CAKE—Participants in the celebration of the sixth birth. 

day of the Publicity Club of Chicago are (left to right) Mary McDonnell: 

Fred Ashley; Dan Thompson of National Safety Council, president; Bob Borden: 

Harry Everingham, club founder, “ Ray Bolger of "Three to Make Ready" 
ame. 


Work Clothes Suit 
K. C. Agency in 
Drive for Clients ‘Parker Plans Campaign 


Kansas Crry—Carter Advertis- | Parker Appliance Company 
, ; Cleveland, manufacturer of tub: 
ing Agency here reports success | 
in getting attention from |/new campaign this month wit! 
prospective clients in a recent/ page insertions in leading | 

unique teaser campaign directed |lications covering the aircraft 
to 40 leading prospects. | marine, metalworking, machin 

First the latter knew of the|design, power plant, che 
agency’s drive was when they processing, petroleum refining 
seceived muiccessively. trom West- maintenance fields. Business Wee! 

; rds will also be used. Fuller & S 
ern Union, attractive packages of|& Ross, Cleveland, is the agenc' 
a work hat, a pair of work gloves 
and a pair of overalls. The pack- 
ages, sent several days apart, con- 
tained no identification. 

Carter followed with a specially 
prepared promotion booklet titled, 
“Put Your Advertising into Work 
Clothes.” It described the agency’s 
personnel, its method of opera- 


| information. The booklets were 
also sent to 250 other prospects 


its | 


Dorville Names Nevin 


tional advertising 
Kinsey 
Philadelphia, 
vice-president of Dorville 
poration, Philadelphia and 
York agency. 


manage! 
has been named 


Nev 


1947 


| tions, policies and other pertinent 


| fittings and valves, will launch a 


William J. Nevin, formerly na- 


Distilling Corporation, 


4 


Cor- 


the St.Paul Dispatch 
and Pioneer Press are 
the Only Daily Papes 
Read by 9O% of the 
351,000 people in 
the St.Paul A.B. C. 
city zone - 


"Less than 10% 


read any 


of the people in the St Paul 


Cit Zone other dail newspape 
y y 


RIDDER-JOHNS, INC.—Nofiona/ Representatiy 
NEW YORK CHICAGO DETROIT 5T PAUL 
) Mad Ave Wrigley Bidg enobs ‘ Bidg Dispatch Bid 
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House Organ 
Editors Tackle 
Current Problems 


Cuicaco—More than 100 editors 
f industrial company publications 
learned the latest techniques in 
preparing magazines and news- 
papers for employe consumption 
at three-day course in indus- 
trial) journalism March 26-28. 
The Industrial Editors Associa- 
tion of Chicago and Northwestern 
niversity’s Medill School of 
Journalism jointly sponsored the 
seminar, which had as its theme, 
Stars to Steer By.” 

Harold F. North, industrial re- 
ations manager, Swift & Co., 
pened the course by stressing the 
mportance of interpreting man- 
gement and its policies in simple, 
inderstandable language to em- 


ployes. He was followed by 
—___. BH George Simons, manager of ad- 
‘tinent a vertising and sales promotion, air 
were mditioning department, General 
ects. Electric Company, who advised 
ndustrial editors to adopt an ad- 
vertising point of view in their 
gn ublications by writing and edit- 
JanyMing as carefully as a copywriter 
f tubel working on an ad. 
Inch 
| Wi Discuss Publication Problems 
oval Robert Newcomb, partner of 
achine Newcomb & Sammons, conducted 
emicalf™ three sessions on the solutions of 
ng al roblems faced by editors in pre- 
| We paring their employe _ publica- 
s tions. He gave experienced edi- 
— tors an opportunity to tell how 
they solved similar problems on 
n their publications. Ken Butler, 
‘ly na-@ president and general manager, 
er of Wayside Press, and president of 
ration Kenneth B. Butler & Associates, 
med gave three talks on _ publication 
; od roduction titled, “What’s New in 


Typography?” “Shortcuts in Press 
Work” and “Solving the Problem 
f Time.” 

Advising editors on methods of 
promoting their publications, Le- 
and Case, editor-manager, The 
Rotarian, conducted a round table 
liscussion. Participants included 


S. R. Bernstein, editor, ADVERTIS- 
ING AGE: Lee Sagers, editor of 
Sears News-Graphic,” employe 


publication of Sears, Roebuck & 
Co.; and William Rorison, editor 
of “Servel News,” Servel, Inc. 
Hints on conducting readership 
urveys were presented in a round 
discussion conducted by 
Paul Ackerman, editor, ‘“‘The Car- 
builder,’ Pullman-Standard Car 
Mfg. Company. Participants in- 
luded John C. Spurr, director of 
esearch, McGraw-Hill Publishing 
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Company; Dr. Joseph Tiffin, pro- 
fessor of industrial psychology, 
Purdue University, and Walter F. 
Jones, editor, employe publica- 
tions, International Harvester 
Company. 


International Paper 
Trebles Its Profit 


International Paper Company, 
New York, increased its sales 
$45,000,000 in 1946, and more than 
trebled its net profit. The com- 
pany and subsidiaries showed a 
net profit of $31,179,048 in 1946, 
as against $8,546,078 in 1945. Total 
sales and other income rose in 
this period from $240,021,551 to 


$295,184,061. On the other hand, 
production of paper, container 
board and pulp increased only 
7%, from 2,488,768 to 2,671,603 


tons. 


_Caples Book Reissued 


“Testing Advertising Methods,” 
276-page book by John Caples, 
vice-president of Batten, Barton, 
Durstine & Osborn, has been re- 
issued by Harper & Brothers, New 


York, at $3.50. The book was 
first published in 1933. It stresses 
tested methods used by major 
advertisers rather than theories 


and principles of advertising alone. 


Opens New Service 

Russell E. Jurgens, formerly ad- 
vertising manager of General 
Housing Company and Texas Pre- 
Fabricated Housing Company, 
Dallas, has formed Advertising 
Development Service at 308 S. 
Harwood, Dallas, to offer south- 
western agencies, manufacturers, 
distributors and printers an ex- 
clusive literature preparation 
service. 
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Phone MONaor 7080 


OFFICES IN PITTSBURGH AND NEW YORK 


G00D NEWSPAPERING alone has caused 


The Oregonian’s remarkable 15-year circulation growth*. 
Good newspapering also has made The Oregonian a 
powerful, sales-producing advertising medium . . one which 
has helped to build solid business for many advertisers. 
For example, CARL GREVE, a leading Portland jeweler, 
has recently climaxed his 23-year success story by building 
one of America’s finest jewelry stores. GREVE is frank 
to say that The Oregonian—as his basic advertising 
medium — has played a major part in his success, 


IDe 
IRST 
Che Ore 


GREVE knows from on-the-ground experience that adver- 
tising results come from a newspaper which enjoys lively 
reader-interest. Intelligent presentation of ALL the news, 
forthright editorial policies and sound community leader- 
ship have made The Oregonian one of America’s influ- 
ential newspapers. In such a medium advertising gets 
results, produces sales. Good newspapering has earned 
The Oregonian its position at the top of the advertising 
must list in the big, growing Oregon Market. 


* Practically doubled—without gimmicks or artificial stimulants! 


IN DAILY CIRCULATION 
IN SUNDAY CIRCULATION 
IN CIRCULATION GROWTH 
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Repackage Wilbur Buds Mqnson to Direct 


£8 
Open Road Elects Tapply 

H. G. Tapply, editor of Out- Wilbur Buds, made by the Wil- 
doors, has been elected to the bur-Suchard Chocolate Company, 
board of directors of the Open Lititz, Pa., ‘now comes in a new 
Road Publishing Company, Bos-'| streamlined package, with the 
ton, publisher of Outdoors, Open|same brilliant red background, 
Road for Boys, Child Life and but with an off-center white oval 
Salt Water Sportsman. medallion. 
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RMA’s PR Drive 


New YorK—Radio Manufactur- 
ers Association, Washington, has 
organized a public relations and 
promotion committee under Stan- 
ley H. Manson of Stromberg-Carl- 
son, Rochester, as chairman. 

Other committee members are 
Victor A. Irvine, Galvin Mfg. 
Corporation, Chicago; Earle L. 
Hadley, Bendix Radio, Baltimore, 
and L. E. Pettit, General Eleetrie 
Company. Fred Eldean Organ- 
ization is public relations counsel. 

RMA has budgeted $50,000 for 
the campaign, but.Eldean officials 
say “this will be a drop in the 
bucket to what will be spent,” be- 
cause the campaign is a coopera- 
tive one. 

The objectives are: “A radio for 
every room, for every purpose”; 
expand present demand; make old 


radios obsolete; minimize trade- 
ins, and substitute a constructive 
approach to price-appeal adver- 
tising. 

Eldean will use _ brochures, 
pamphlets, point-of-sale material, 
slides and film. No advertising 


agency will be amills 


Admiration to Seidel 

Seidel Advertising Agency, 
York, has been named 
the advertising of Admiration 
Knitwear Company, maker of 
men’s sweaters and socks. 


Harshaw Heads Stetson 

David H. Harshaw, vice-presi- 
dent and treasurer of the John B. 
Stetson Company, Philadelphia, 
has been elected president, suc- 
ceeding the late George L. Rus- 
sell Jr. 
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WICHITA mer HOOPER 


A famous psychologist in a lead- 
ing university has been working 
lately with an important merchan- 
dising organization on some special 


problems related to selling the 
general public. 

A typical one concerns. the 
selection of the particular items 


to be included in a line. To sim- 
plify the problem, assume that a 
manufacturer has ten different 
necktie designs, and desires to 
select the three which should be 
featured in his advertising. The 
usual method would be to submit 
them to a representative consumer 
group, and choose the three which 
rank highest in their preference. 

The psychologist says that this 
is all wrong, because such a 
method would emphasize _ the 
choice of the majority, but would 
fail to give representation in the 
manufacturer’s offering to the im- 
portant minority group. The cor- 
rect method, he suggests, is to 
eliminate those who choose the 
most popular design, and then 
select the others, by a similar 
process, from the choices of the 
remainder. It sounds logical after 
he explains it. 


Academic Minds Have a Lot to Offer 
to the Marketing World 


By G. D. Crain Jr. 


This is a typical situation wh, 
practical merchandising assista) :e 
can be given by those who e 
concerned with academic stud es 
which have made them authorit jes 
in their special fields. Psycho!o- 
gists should, of course, be of prime 
value from this standpoint, je- 
cause mass salesmanship demands 
a sound knowledge of the practice 
of applied psychology. 

In the same way it would ip- 


pear that those eminent in the 
field of sociology would have 
something to offer to sales ex- 


ecutives, personnel directors and 
labor relations men. Economist: 
have already won a high standing 
with business men, whether cua 
have abandoned their cloisters fo: 
glass-topped desks and executive 
status or remained in 
pursuits. 

The point is that the knowledg: 
of fundamental sciences which 
acquired only through long study 
training and research is 
portant to business that 
vice of many men in the academi 


academi 


so im- 


field should provide a_ valuablk 
guide to improved business policy 


the ad- 


Appoints Arndt Agency 

VanPelt & Brown, Inc., Rich- 
mond, Va., pharmaceutical chem- 
ist, has placed its advertising with 
John Falkner Arndt & Co., Phila- 
delphia. Medical journals and di- 
rect mail will be used. 


Joins Fellows- Bogardus 


Richard H. Wickham, formerly 
vice-president of Flack Advertis- 
ing Agency, Syracuse, has joined 
Fellows-Bogardus Advertising 
Agency, Syracuse. 


Chirurg Adds Directors 

Warren L. Buckley, 
dent in charge of art in the New 
York office, and Helen T. Hirst 
head of the media department 
the Boston office, have 
elected to the board of 
of James Thomas Chirurg Co: 
pany. 


bee! 


Adamson Joins Andre 

Maxine Adamson has joined M 
Andre Advertising, Angele 
as account executive. 
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Clinton Buys Snow Crop 


Clinton Industrie St. Louis, 
has acquired a controlling inter- 
est in Snow Crop Marketers, New 
York, which has completed plans 
for distribution of Snow Crop 
frozen foods on a _ nationwide 
basis. There will be no change in 


the executive or operating person- 
nel of Snow Crop. 


Leaves China Aid Group 

Helen A. Cornelius, director of 
the special activities-drvision of 
United Service to China, New 
York, has resigned, effective late 
this month. She will announce 
new plans soon. Miss Cornelius 
is a former merchandise editor of 
Harper’s Bazaar and advertising, 
publicity and promotion director 
of the Elizabeth Arden Corpora- 
tion. 


Joins Callaway Mills 


Lucile Nowlin, 
Altman & Co., 


formerly with B. 
New York, as copy- 
writer and head of sales promo- 
tion for the furniture and home 
furnishings division, has joined 
Callaway Mills, Inc., as advertis- 
ing manager and style consultant. 
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Gets Fruit Juice Account 

TreeSweet Products Company 
has appointed West-Marquis, Inc., 
Los Angeles, to handle advertis- 
ing of its grapefruit, lemon and 
orange juice. The grapefruit juice 
will be promoted in daily news- 
papers throughout California and 
Arizona and in household maga- 
zines, while the orange and lemon 
juice will be plugged in metro- 
politan newspapers in_ selected 
eastern markets. 


NO USE TURNING 
CUSTOMERS AWAY 


And yet you may if You 

be doing just that. 

There's-a-7 billion} Manufacture 
dollar market you and Sell 
could encouragej COSMETICS 


simply by letting 
these people know you'd welcome their 
business. For the Negro looks to his race 
press for guidance. Your advertising in 
the Negro papers can earn his confi- 
dence, good will and regular patronage. 

But whether your product is cos- 
metic, food, drink, wearable, or any- 
thing else, it will pay you to write to 
Interstate United Newspapers, Inc., 545 
Fifth Ave., New York, for the facts on 
the success stories built out of reach- 
ing this great and growing market. 


MEN WHO KNOW SELLING... KNOW NATIONAL 


19 Advertising Age, April 7, 1947 
7 6 St. Paul ; ; 35 ° 
d Duluth- Superior 25 ° ° 
% Kansas City Dist. 25 l 12 
Denver aes 35 13 20 
< : Wichita ; 17 12 2 
Kansas City .. 25 —2 9 
Fe aaeek feaarve Figures on Department Store Sales ae. Saket... 32 2 Lf 
—— Oklahoma City 19 10 7 
W ASHINGTON—Department store | Philadelphia Dist. 28 12 19 Tulsa 22 2 10 
re Hi ales in the U. S. the third week| Philadelphia .... 25 13 19 | Dallas District a ; 
~s bet "Seam . 9 ( ) s 3 
VAL) CE f March were 12% greater than Cleveland District.. 28 10 J 7" ' —_ 9 9 5 
: 2 z Akron Ne haves ee 7 2 ort orth 24 =e = 
t in the same week of 1946, the) Ginginnati +1 = Houston ile oa 15 17 
Uces Hi rederal Reserve Board has re-| Cleveland 9 10 7 San Antonio ..... 37 > 
rl ‘ d San Francisco Dist. 25 15 14 
es yorted. Columbus 9 ri 13 Los Angeles Area 29 18 15 
holo- Sales for the week hit 280 on, Toledo .......... os. Fa 12 Oakland ......... 20 ‘ * 
rime Hthe index of department stores’ Pe, ment os “ - 13 San Francisco ... 20 8 12 
chmone : r12 7 orth: 26 f 2 
e- BB average dollar volume from 1935 Washineton eer 12 7 : or fa otis =. a 4 
as (oa ee - : Sa sake , 0 
lalids thro igh 1939. Baltimore ..... 22 15 21 Seattle 19 ) 
ctice The Federal Reserve Bank of | Atlanta District ... 26 10 5 
os sirmingh: 23 ; ‘Revise 
Chicago (seventh district), report- er an _ + ‘ rh vised — 
4 ‘ Mle ee Sie ‘ 2 a Jat: rt ave i 2 
ing (igures similar to those for the Atlanta ......... 29 r?2 6 ppsg pi core ree 
nation as a whole, observed that New Orleans 26 11 6 
in spite of warmer weather and PO aviv ne ie 56 14 + Expands Ad Campaign 
hicago stric 29 4 0 ; ' 
Chicago eee: 10 11 The National Hairdressers and 
Indianapolis ... 25 { 5 Cosmetologists Association will 
Detroit . , 27 8 7 expand its advertising campaign 
_ Milwaukee ... 32 14 12 to promote its annual convention, 
*, ra ner Aggang 9 ° 1s which will be held Sept. 28-30 at 
orn i : Oa et tee 10 16 the Sherman Hotel, Chicago. 
St Louis 24) 9 18 Beauty trade journals will be 
Memphis . 94 @ ; used. Root-Mandabach Advertis- 
Week to Mar. 22, '47* .280 Minneapolis Dist. 33 * ing Agency, Chicago, is’ the 
Week to Mar. 15, °47* 267 Minneapolis 33 ‘ ° agency. 
Week to Mar. 23, °46*.255 
Month of Feb. ’47.....270 
Month of Feb. °46..... 251 


*Not adjusted seasonally. 


- id- 
demi \ ae 
luable 
onaes the approaching Easter, depart- 
ent store sales reported for 
rs the week ended March 15 showed 
-presi- ipproximately the same percent- 
> Nev ge gain over the corresponding 
Hirst eek of a year ago that has pre- 
ent vailed in the past four weeks. 
been The rise of 3% over the previous 
rectors Bweek was equal to the average 
Cor in of the past 10 years.” 
The Federal Reserve Board 
ints out that, because Easter 
e mes two weeks earlier this year 
1ed M than last, ‘‘allowance should be 
ngere ide for an increase in sales of 
it 3% for March.” 
District gains ranged from 5% 
aes the Atlanta (sixth) district to 
} in the Philadelphia (third) 
strict. Among cities, the high- 
fain was 22% in Boston. Year- 
to-year losses were reported only 
Little Rock and Akron, both 
n 2%, and in Nashville, down 
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HARPER'S MAGAZINE 
says: 


Our test was made on five 
ts. Each list was divided 
evenly, half on Reply-O Let- 


+ 


‘rand half on our own two- 


page letter. The copy and 
| cfer were identical. Reply-O 
tter gave us 47.6 more.’ 


1t Are 
r Needs? 


4E REPLY IS 
YOUR LETTER 


Write to THE 


Y-0 PRODUCTS CO. 


est 22nd Street, New York 11 


Not One... but TWO 
FREE OFFERS! 


A free, full-sized sample of "Metal-Holed” Ring Book 
Sheets . 
Test the strength of the thin copper re-enforcements 


. . to test in your office. 


—note how the metal is bonded to the paper, under 
heat and pressure. Clip it into one of your present loose 
leaf covers. See how easily the pages turn, how flat 
they lie... how the metal “rides the rings.” Then slip 
it in a typewriter. You'll be surprised the way the metal 
rings ride the roller. Metal-Holed Ring Book Sheets are 
just the thing for important executive data, price books, 
field working data, or permanent 
record keeping of all kinds. They're 
available in both National "eye- 
ease” and white papers in a vori- 
ety of sizes and rulings to meet 


every requirement. 


TEST THE STRENGTH! 


OFFER No. 2 


Our Free New Cover Catalog.. 


. a complete guide for 


sales, promotion and advertising managers, and ad- 


vertising agencies... 


to help them solve loose leaf 


binding problems effectively, economically. Our Cover 


Catalog describes and illustrates National's wide 


selection of binding mechanisms, distinctive cover styles 


and materials. ‘ * * 


Your test sample of Metal-Holed Ring Book Sheet 


and your copy of our new Cover Catalog are both 


waiting for you. But please remember . . 


. this twin 


offer is limited. So take advantage today of National's 


twin free offers! 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


NEW YORK—100 Ave. of the Americas 
CHICAGO—209 S. Jefferson Street 


BOSTON—45 Franklin Street 
SAN FRANCISCO—747 Rialto Bldg. 
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Concludes F. E. System 
Is Best Yet Devised 

To the Editor: Re: Free 
terprise: What It Is—How It Op- 
erates—What It Does— 

May we compliment you on 
your editorial in your March 24, 
1947, issue headed: “Talk Alone 
Won’t Save the System” (Free 
Enterprise System). 

And—may we tell you why we 
think you hit the nail on the head. 
Ever since you printed an account 
of the Gallup Poll two or three 
years ago—showing that less than 
30% of the American people 
knew what was meant by “free 
enterprise’’—we have been gather- 
ing data on the subject. Trying 
to find out how the American sys- 
tem of free business enterprise was 
selling itself—and—being sold by 


h 
of 


This department is a reader’s forum. Letters are welcome. 


En- | 


— 
j 


na 


business—to the American people. 

We have collected, sifted, sorted 
and classified a vast amount of 
information—and 
ing the accomplishments of the 
American system of free business 
enterprise. The results are truly 
astounding in their significance. 

As you say, the American sys- 
tem of free business enterprise 
has on the whole been better than 
any other system anyone else has 
devised. 

But—as you also point out, 
“none of us can honestly say that 
the ‘American Way’ has been 
flawless. The best we can say— 
and all we need to prove—is that 
it has, on the whole, been better 
than any other system anyone 
else has devised.” 

Yes, that bears repeating—with 
all its faults, frailties and failures— 


ideas — regard- | 


| 


ad 


the American system of free busi- 
ness enterprise—has accomplished 
more; has done more for the wel- 
fare of all the people—than any 
other system anywhere at 
time. And—we feel safe in pre- 
dicting—that the American sys- 
tem of free business enterprise is 
now entering the period of its 
greatest accomplishments—1r—the 
people of our country are ac- 
quainted with the real facts about 
the advantages of the American 
system of free business enterprise. 
Just the plain truth is all that is 
needed; so that all our people will 
be able to weigh the facts and 
make up their own minds—as to 
what is to their own best inter- 
ests. 

.And—whatever is to the best 
interests of all our people is like- 
wise to the best interests of busi- 


WORLD FAMED 
ZOOLOGICAL GARDEN 


Pandas, penguins; performing elephants and 
chimpanzees; thirteen lions, tigers and bears 
in one act together before thrilled crowds... 
that’s the famed St. Louis Zoo, through whose 
gates in 1946 almost three million youngsters 
of all ages passed to visit its 77 exciting acres 

. .@ major reason why visitors like to come 
to the city and St. Lovisans enjoy St. Lovis! 


THE ST. LOUIS 
STAR-TIMES 


Favorite of more than a half million readers 
in metropolitan St. Louis alone every day... 
over 175,000 total circulation concentrated 
profitably where dealers, salesmen and job- 
bers alike find it of greatest advantage... 
entrusted with 10,232,097 lines of sales mes- 
sages by alert advertisers in 1946 . . . a major 
reason for good business for good advertisers. 


FOR A COMPLETE SELLING JOB 
IN BIG ST. LOUIS YOU NEED 


THE ST. LOUIS STAR-TIMES 


Represented nationally by the Geo. A. McDevitt Co. 


any | 


|article “Ad Club of Newark” you 
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ness. The truth will make men), vertising accounts in the past 
free!!!! Everywhere!!!! Let us S. Bosrn. 
think! Then let us act!!!! Vicor- Sales Manager, Federal A 
OUSLY!!!! 


vertising Corporation, Pat: 
HARLAN R. Morris, son, N. J. 
Harlan R. Morris Surveys of 
Ideas, Stockport, Ia. 


~~ © 


N. J. Chapter of NIAA 
Has a Firm Foothold 

To the Editor: On Page 61 of 
your March 17 issue you trod on 
the toes of about 150 men active 
in industrial advertising. In the 


. FF 


on Bachrach Tieup 

To the Editor: While rea 
the March 28 copy of the U) 
States News my eye was st 
by the headline, “Oh! My Ac 
Back!” and the reverse heading 
below, “Residence Elevators.” (op 
Page 49). Turning further. 


OF sie ei 7 


> ry 


state “The only advertising club 
in the state...” 

What a slap in the face to In- 
dustrial Marketers of New Jersey, 
now in its llth year and one of os , 
the most enthusiastic and active ge rave 
chapters of the National Indus- 
trial Advertisers Association. Ros- 
ter of our membership is enclosed. 

Our meetings are held regularly 
the third Wednesday evening of 
each month at the Essex House in 
Newark. The next one is April 16 
and we will be delighted to have 
you come over and visit with us. 
This invitation is also extended 
to the man who wrote the article 


about Newark. -ah! my ne 

I am only sorry that I did not A orbine Jr ~ahi m¥Absorbine J: 
learn about the article in time to FABIAN 
invite you to the March 19 meet- Ele Bachrach 
ing. I am sure you would have _———ae) | PHOTOGRAPHER 
enjoyed it. Aesop Glim spoke to an | OF MEN 
us about copy. He was introduced : 
to us by John Coakley. Lane are ieee 


Witt, president of NIAA, gave us 
a preview of the Milwaukee con- Page 59,—another heading, “Oh 
ference program. It was a typ- My Aching Shoulder!” and be- 
ically enthusiastic meeting. neath it, the big heading “Bach- 
RALPH HANES, rach, Photographer of Men.” 
President, Industrial Market- If Bachrach could have been 
ers of New Jersey. under the shot of the Aching Back 
[Editor’s Note: The new Adver-| would it have been photographi 
tising Club of New Jersey is the proof? Or isn’t a residence ele- 
only designated adclub in the vator helpful for those 
state, but obviously not the only muscles? 
organization to which admen be- 
long. No slap was intended for 
the well known and efficient In- 
dustrial Marketers of New Jersey. | 


tired 


H. H. HuTZz.er, 
Hutzler Advertising Agency, 
Dayton. 


7: | ¥ 
Agencies Lag in Use 


of Design, Nichols Says 
To the Editor: Re: “Must Put 
compliments to your John H. | Agencies on Profitable Basis: Vi 
Crichton for his article on the) Den” (AA, March 24). 
activities of Philip W. Lennen, in Ray Vir Den in criticising the 
your March 10 issue. advertising agencies for their slip- 
Surely you want to know what!shod methods of conducting bus!- 
your readers expect in a news- ness, placed as No. 1 that “Agen- 
paper like ADVERTISING AGE and cies lag 10 years behind the cli- 
I for one get quite a kick out of|ents they serve in cost account- 
reading articles such as this which ing.” Mr. Vir Den should have 
give interesting details about ad- placed as No. 1 that agencies | 


v v v 


Praises Lennen Story 


To the Editor: May I offer my 


Our service on the telephones 


Will spare you many waits and groans. 


Makeup Man Turns Back 
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35 vears behind the clients in the! tographically. And you can’t take tion through national advertising. can claim! 


make either a whale of a promo- 
use of art and design. pictures of children after they Packed with simple easy instruc- But hardly an old man’s group. tion piece for him, or a choice 
It Mr. Vir Den will make a sur-| have grown up. tions, it shows how one father Don BRAMAN, morsel for Copy Cub. 
yey of periodicals dating back to We believe that women’s par- and mother pictured every step Public Relations Director, GLENN E. MartIN, 
i912 (I did) studying the physical ticipation in photography should in their baby’s development from Manson-Gold Advertising Burton Browne Advertising, 
pects of the advertisements’ be stimulated and encouraged. 14 minutes after birth to her Agency, Minneapolis. Chicago. 
which appear in such leading pub- | Women should be educated to the first birthday. 
é , : Seeye b vey, 
ack lications as The Saturday Evening great possibilities in photography | MITCHELL J. HALKA, : 
post, Ladies’ Home Journal, etc.,|for fun and recreation and for Advertising Manager, Kalart ICS Winner Tells How 
ie will find that the 1947 maga-| keeping priceless records of the Company, Stamford, Conn. To the Editor: Since you listed 
\cing HH zine carries the same form of art! growing family. *e my name among the top 10 win- 
rusk Ge Rinneadk Guetta Rie. |Salart casiee ier women | enn Sane | oe eS ee 
c as j ‘ ‘ ‘ ‘ ‘ " ‘ , august journal, 
‘ing Hi self —why they are entitled to as! Dinah Shore, famous star of radio Tie with Doner Kids friends and associates now ap- 
acing nuch commission as 5%. Other and screen. Not even demands To the Editor: We noticed with proach me with an “I knew him 
’ (on @J products of 1912 are rarely worth made on her time by her career interest the picture of members of when” attitude tinged with awe 
', On as much today as they were then. can keep Dinah from enjoying the W. B. Doner & Co. agency and envy. 
While clients are employing her hobby as amateur photog-| staff in the Photographic Review Just goes to prove that the ad- 
Raymond Lowey’s in the styling rapher. page of your March 24 issue. Their vertising fraternity reads every 
1M | of their products, advertising This regional test in the Pacific | average age, the caption said, was last word of AA, even though it 
J agencies are still tracing last dec- | area should furnish us with some | 28 years. be set in five point. 
}} ade’'s ads. “Up to 1929,” says Mr. very interesting data which will Manson-Gold Agency of Min- For the record, I arrived at my 
/ Vir Den, ‘the agency business was aid us in determining the value neapolis, in its fifth year, has an conclusions by tossing the tenets 
mple and lush.” But Mr. Vir;of conducting a Women’s Photo average age of 27, including all of Townsendism out the window 
ed Sonics Den fails to note that after 1929 Contest nationally. personnel except the bookkeeper. and proceeding via the shirt- 
| teed bleed 


came streamlining in design. In You may also find the enclosed | And she’s far too valuable a per- sleeve method of analysis. 
ict, the advertising agency of to- | booklet interesting. It is the first son to omit, so— with her — our Which brings up a thought, why 
lay still ignores the tremendous! in Kalart’s “How to Do it” library average age rises to the lofty pin- not invite Brother Will to 
esults in profits due to the scien- | and has received a wide distribu- nacle of 28. A tie! The best we 
tific application of design and 
olor to products and packaging. 
No doubt advertising agencies 
ould be more efficient in the han- 
ling of their own problems, but 
what should be more desirable, at 
ine Jr least from the client’s point of 
“= B view, is more efficiency in the ad- 
ch: vertisement itself. And that can- 
SHER ot be expected from an adver- 
tisement which in its general ap- 


“Something tells me I should have waited 
com-. until WEDF Flint started advertising cars 


again,” 


pete next year? The results would 


earance strives to describe the 
merits of a 1947 automobile in ex- 
- ctly the same manner it em- 
“Oh! @ ployed in describing the merits of 
id be- @ the 1912 horseless carriage. 
‘‘Bach- DALE NICHOLS, 
Tucson, Ariz. 
> been + 2.9 


g Back Cites ‘Dignified’ 
ne ele. Auto Loan Copy 


ce ele- 
e tired To the Editor: You may be in- 
terested in the attached ad which 
ER. was recently produced for our 
ency, lient, Union Bank & Trust Com- 
iny of Los Angeles. 
The striking illustration, the 
> 


pe re a like California without the 


BILLION DOLLAR VALLEY OF THE BEES 


\ fermion it is gas or groceries . . . towels or tooth 
paste — the place to advertise them is im the inland 
market of California. That is the Billion Dollar Valley 
CONSUMER ANALYSIS of the Bees, where per capita retail sales top the U. S. 
average by 37%. And total Effective Buying Income 
almost equals that of Arizona and Colorado combined.* 
These prosperous Valley people simply cannot be 
influenced through outside newspapers — for the same 
reason you cannot sell Baltimoreans with New York 
papers. So tell your story in the /ocal papers — The 
Sacramento Bee, The Modesto Bee and The Fresno Bee 
Nearly three-quarters of all the Valley's retail sales are 


made in an area dominated by McClatchy newspapers. 


ONIOK BANK & TRUST CO 


McCLATCHY NEWSPAPERS’ 


ean, dignified layout and brief, 
factual copy show the craftsman- 
of Union Bank’s advertising 
iger, Rod Maclean. 

te also the institutional “In 
n There is Strength” mes- 
Which is currently carried 
! Union Bank published ad- 
ing. 


of California's 
Central Valley Market 


is nearing completion. A searching 


MARTIN MICHAEL, 
ton Weinberg Advertising 
npany, Los Angeles. 


study of buying habits, brand pref- 
p} 
erence, ownership and dealer 


distribution in the West's 
v v v 


for Women Photogs Only 
the Editor: For the first 
a photo contest is being con- 
d “For Women Only” and 


link this is big news. Why? ¢ 
ise most people take pictures M (" L A } (" Hy NE W ) APE RS 
eir children and families and 


e has better opportunities to 


brightest market—watch for it. 


*Sales Management's 1946 rw 
pictures of the children than Copyrighted Survey THE SACRAMENTO BEE 
iother while the husband is fi 
isiness. She it is who ob- NATIONAL REPRESENTATIVES ... O'MARA & ORMSBEE, INC. THE MODESTO BEE 
most of their “cute” mo- 


But f NEW YORK « LOS ANGELES - DETROIT CHICAGO SAN FRANCISCO 
ou too few mothers ac- 


THE FRESNO BEE 


record these moments pho- 
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13,900 prejudiced Bostonians make a unanimous decision 


The meeting place is Boston’s famed 
Boston Garden; the time: most any 
Wednesday or Sunday during the hockey 
season (82% of all reserved seats sold 
out for the entire season before the first 
game is played); the decision: well, it’s 
safe to say it’s for Boston and contrary 
to the expressed opinion of the referee. 

Loyalty to Boston teams — win or lose 


(the late-lamented World Series was a 


sell-out seven times over before the first 
“play ball!) is just one factor that makes 
the 152 cities and towns in Greater 
Boston a highly integrated market... 
is just one reason why the 2,890,204 
people of this unique 30-mile trading 
area are so dependent on Boston news- 
papers, especially on THE BOSTON 
GLOBE .. . the best-read of any Boston 


pa per. 


/ ©THE BOSTON GLOBE 

PRESENTS 
“THE BOSTON 
MARKET” 


A 20-minute color film explaining this unique market to advertisers and 


their agencies. The film will be shown in key cities throughout the country. 


The Boston Globe 


MORNING 


EVENING 


SUNDAY 


National Representatives: J. B. Woodward, Inc.. New York, San Francisco, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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PHOTOGRAPHIC REVIEW 


THE.SUNTAN LOTION ™~ 
FOR EVERY TYPE OF SKIN ~ 


BOAT TALK—Joseph H. Ward, executive vice-president of Noma Electric 

Corp., and H. L. Williams, Noma's advertising manager, look at the toy boat 

Noma is distributing, at the company's booth at New York's Toy Fair. With 
them is Jean Darling, one of the leads in "Carousel." 


NEWCOMER—This 24-sheet poster is part of the major campaign which McKesson & Robbins will launch in June for its new 
suntan lotion. All major media will be used. Benton & Bowles is the agency. (Story on Page 53.) 
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GROUND-BREAKERS—Lewis Allen Weiss, left, vice-president and general 


manager of Mutual Don Lee, gives a sample of Hollywood earth to Webley SIX OF ONE—Murine Co., Chicago, is 

Edwards, general manager of the Aloha network, Mutual's new affiliate in celadiaa talt deans of the Cece? 

Hawaii. The scene is the ground-breaking ceremony (gilded steamshovel in a ha A in this new display carton GRANDMOTHER DID IT!—Here are some of the miniature packages labeled 

bechground) fer the consivuction of the Mutual Don Leo net's $2,000,000 redic let cnuiniet-ant, Satins aes ter Deeee- by manufacturers of leading brands for Grandmother Stover's, Inc., Columbus, 
and television studio in Hollywood. inal Milan Ce O., maker of miniature doll house accessories. Heading the firm is John Stover, 


who also heads John Stover Advertising Agency, Columbus. (Story on Page 52.) 


FEATURES FOIL WRAP—Chase Candy Co., St. Joseph, Mo., is using 24-sheet 
posters such as this one, in 15 central, western and southern states to feature its 
mew moisture and light proof foil wrapper. Reincke, Meyer & Finn, Chicago, 
is the agency. 


Ly Light Bulbs 


SYtVANIN* PAE CrRE 
ne 


VARIETY PRODUCT PACKAGING WINNERS IN 11TH ANNUAL CONTEST—Picked from hundreds of entries these 
packages were among the winners in Syndicate Store Merchandising’s annual 5 cent-$| packaging contest. Upper row 
left, Etiquet deodorant cream, Lehn & Fink, for greatest counter display value in the cosmetics division; Gripper fasteners 
product of Oakville Co., division of Scoville Mfg. Co., for greatest merchandising value gained from packaging design 
in the notions division; Faultless Wonder nipple, Faultless Rubber Co., greatest counter display value in the notions division; 


CO. ON THE AIR—Getting together on the contract signing up Toni novelty toilet water lamp, The Lander Co., for best use of materials in the cosmetics division. Middle row: Medicators 
r sponsorship of “Ladies Be Seated’ over the ABC net (3-3:30 p.m. Hospital Specialty Co., for greatest counter display value, joilet goods division; Beautykote aluminum paint, Beautykote 
m | sre (left to right) Fairfax M. Cone of Foote, Cone & Belding; Irving Corp., honorable mention, houseware and hardware division; plastic pencil boxes, Hassenfeld Bros., greatest merchandis- 
f vice-president of the Toni Co., St. Paul; Ed Borroff, vice-president of ing value gained from packaging design, stationery and toys division. Bottom row: Five-pack Sylvania light bulbs, Sylvania 
Per can Broadcasting Co., and R. N. W. Harris, president of the Toni Co.., Electric Products, greatest merchandising value gained from packaging design, houseware and hardware division: Flex-Lace 
, of the Toni home permanent. The show, originating in Chicago, began plastic shoe laces, Lee-Bert, Inc., best use of materials, notions division, and Rotecide roach powder, best use of materials, 


March 31. houseware and hardware division. 
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Foundation Runs Ads 
That the best interests of both 


employer and employe are 
wrapped up in the same package 
is the theme of a new advertising 
campaign being launched _ by 


SIGNS OF LONG LIFE’ 
FOR QUANTITY BUYERS 


* 
THE ARTKRAFT SIGN co. Small Business Economic Founda- 
</ Artkraft® Manufacturing Corporati tion, Chicago, through Schwim- 
900 Kibby St., Lime, Ohio, U.S.A.) | mer & Scott, Chicago. One-column 


ads are scheduled for once-a- 


*Tredemorks Reg US. Fat OF 


month appearance in Time and 
Newsweek. Additional magazines 
may be added later. 


PROOF OF PERFORMANCE 


Cb) 


HOOPER STATION LISTENIN 
CITY ZONE 


G INDEX 


ty: ia, Ii. 
sain se DECEMBER 1946 — JANUARY 1947 ™ 
Total Coincidental Calls, This Period 17,6 ; 
Homes 
A B Cc D _,E F G Others Gaited 
INDEX a 
we 566 
yt af 3.7 | 10.3 | 9.8 |12.0| 3.4 | 2.3] 0.6 4.4 | 2,5 
8 AM ) 
= 850 
MPM OPM 143 112.9 | 9.3| 65] 7.3 | 45] 1-4 2.2 | 3,850 
12 
$ 186 
ery wet we | oe [URe) S01 34 OO 2.1 | 7,186 
6 PM - ; 
; y 4 |6.0 | 1,537 
ry! 3.6 |13.2 |13.4 | 4.0 | 1.4 | 6.0 j 
3.4 | 17.2 
12 PM—6 P 3.4 | 3 
~ 2\ 4.0 | 2,558 
yes 17.7| 7.2| 5.8 |3.9 | 0 
5.2 | 13.5 
8 AM—6 PM 


Total Rated: 


Periods NOT REPORTED IN PEORIA 
Time Peri 


It's performance that counts! WMBD‘s 
twenty year record of leadership is re- 
flected in its thorough domination of 
this rich Central Illinois market . . . cov- 
erage like this is bound to give sales a 
head start. 


"Twentieth Year 
of serving PEORIAREA 
Choosing WMBD cuts 


you the biggest slice of 


Write for latest maps and 
B.M.B. report. 


one of the nation's 


choicest markets 


Fest - In Devlin css 


epGaer. ont SOOO WATTS  cHamesc catty 
President CBS AFFILIATE 9 ot YeePre. i 
PEORIA, 


ILLINOLS 


4 to | more 


linage in The Independent”’ 


Says Bill Wegge 


he, Pes 


of Wegge-Pelton Motors, 


Pasadena, California 


equipment, combined with an ag- 
gressive advertising campaign, re- 
sulted in their showing a 36% 
increase in service sales the past 


Wegge-Pelton Motors, enterpris- 
ing Dodge and Plymouth dealers 


in Pasadena, California, like so 
many other smart merchandisers 
in the “Crown City” do most of 
their advertising in The Indepen- 
dent because they get the most 
out of it! 

Being on the ground, they have 
first hand opportunity to appraise 
the newspaper which gives them 
the greatest “pull” 

Their excellent, courteous ser- 
vice, modern showrooms and 


PASADENA = INDEPENDENT 


year. 

“The Independent opened up 
an entirely new field of prospects 
for us,” smilingly remarked Bill. 

To find out more about the divi- 
dends awaiting the advertiser who 
spends more in The Independent, 
call or write, 


REYNOLDS-FITZGERALD, INC. 


\6 is that rice 
Le heatd abod 


© ee 


| 


| 
| 
| 


TEST COPY—This 
paper ads being used to introduce 
Vitamic rice in test markets, through 
McCann-Erickson, Inc., San Francisco. 
A money-back guarantee is included. 


Vitamic Rice 
Tested Via Ads 
in Dailies, Radio 


SAN FRANcIScO — Vitamic 
developed originally for 
armed forces during the war, is 
being introduced to the public 
with radio and newspaper test 
copy in markets of six midwest- 
ern and Pacific Coast states. 

The product is being marketed 
by the Rice Growers Association 
of California, with headquarters 
in Sacramento. Cities on the test 
list include Peoria and Springfield, 
Ill., South Bend, Ind., Sioux City, 
Ia., Fresno, Santa Rosa and Stock- 
ton, Cal., Yakima and Everett, 
Wash., and Eugene and Medford, 
Ore. In addition, stores in certain 
control cities have been stocked 
with the new rice but are receiv- 
ing no promotion at present. 

Vitamic rice is processed from 
the short-grain, pearl-type rice 
grown in California. It gets its 
name from a special heat-pressure 
process that preserves important 
B complex vitamins. 


is one of the news- 


rice, 
the 


Special Processing 


In ordinary white rice, accord- 
ing to association officials, nutri- 
ents in the outer bran layers usu- 
ally are polished away. Brown 
rice, with only the hull removed, 
retains these nutrients but has the 
disadvantages of dark color, 
toughness after cooking, and poor 
storage qualities. In processing 
Vitamic rice, the grain is soaked 
in hot water while still in the hull. 
Next it is steamed under pressure, 
then milled and polished. This 
process, says the association, 
drives the nutrients into the ker- 


nel and seals them there. In ad- 
dition, it sterilizes the rice and 
makes it weevil-proof. 

Test advertisements stress the 


easy cooking qualities of Vitamic 
rice as well as its superior appe- 
tite appeal. 

Promotion preceded 
survey of housewives, 
by the association’s agency, 
Cann - Erickson, Inc., San Fran- 
Consumer reaction was 
highly favorable, the agency said 

A similar wartime product, 
marketed by Converted Rice, Inc., 
Houston, was introduced 
in the Greater New 
through newspaper 


(AA, March 


was by a 
conducted 


Mc- 


cisco. 


recently 
York 


and 


area 
ads radio 
spots 17) 
Grant Opens Agency 
Harry J. Grant has opened his 
own advertising agency, known as 
Harry J. Grant Company, at 710 
S.E. Grand Ave., Portland, Ore 


| introduced 


Advertising Age, April 7, Adverti 
is made of cast aluminum. 
Strong consumer advertisin 
planned. Trade _ publication 
vertising will begin this mo) ¢} 
Ads will show that the polka- jo; 


(0-0 
pattern used in Tru-Heat n Add 
advertising and packaging wil! be 

used for PressureQuick. d| 


Batten, Barton, Durstine & 
born is the agency. 

(Co 
Mondays 


1:30 p.m 
gram, J 
“Woman 


General Mills 
to Introduce New 
PressureQuick Pan 


MINNEAPOLIS—Second appliance 
of General Mills’ mechanical di- 
vision to get national distribution 
will be a PressureQuick sauce- 
pan, the company has revealed. 
The product will be fair-traded, 
and distribution will start next 
fall. 

GM’s 


Studies Outdoor Posters 
According to a survey made }y 
Standard Outdoor Advertising 
Inc., New York, the average ratin 
of plants in the Standard Out 
door Advertising Network ros: 
91.0 despite shortages of labor 
materials. The evaluation ); 
gram was set up last year 
continuing check on the oper; 
tions and service of Standards 
participants. 
Changes Agency Name 
Justin Funkhouser & Associates, 
Baltimore agency, has changed its 
name to Justin Funkhouser Aqd- 
vertising. The agency has opened 
a New York office at 9 E. 45th St 


Tru-Heat electric iron, 
last year, is sold in 
the East and Midwest. The com- 
pany’s appliance production stems 
from development of facilities to 
package its food products. 

The saucepan features a self- 
sealing safety cover, a ‘“Cook- 
minder” dial-type vent gauge, a 
“PressureQuick Slide Release” 
eliminating use of conventional 
water-cooling, and a ‘“Feather- 
touch” safety lock handle. The 
saucepan holds four quarts and 
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Dan B. Jesse, Jr. & Associates, Inc. » Advertising Directors « 10 E. 43rd St.,¥. Y 
Midwest Representatives: Raymond J. Ryan, 203 North Wabash Ave., Chicago, I!lino 


Pacific Coast: Ren Averill Company, 427 W. 5th Street, Los Angeles 13, Cal 
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co-op sales through promotion | the evening.” 4 
2 is (o-op Programs pieces to affiliates or merchandis- Columbia is sending out a oS Se a bigest pene 
1- ing aids to clients. broadside of promotional mate- ew orset ocess le Re a te b a en 
Columbia Broadcasting System /|rial, including newspaper mats,|}__Cluett, Peabody & Co., New| odie “the odentiing ot an 
t Add New 5 Onsors showed only a lukewarm interest | posters, dealer and customer let- a — ce os its | Biack Horse Brewery, Montreal. 
mn in co-op shows until March 1,/ters, and promises of merchan- re e caine a of stabilizing | 
al De 4 when it made its co-op department | dising help to sponsors. viscose rayon. Eight finishing 
BR N independent of the station rela-; Although all four nets say they| plants can offer textile mills and 
: an ig ames tions department, and launched ajare producing co-op shows to| converters the benefits of the pro- 
promotion campaign among affil-| build station relations and not to| cess, which is chemical, thus dif- 
(Continued from Page 1) iates, agencies, stations and sta-|make money, the programs are | fering from the cotton textile San- 
Ts Mondays through Fridays, 1:15- bay ge scene pcg | highly profitable to affiliates. Har- ee ah hl ge bag or a 
ie by f§}-30 p.m., EST, with a co-op pro-| The change in policy, say sta-|old Day says many local stations C. Turrell, managing director of 
ising, [i gram, Nancy Craig, featured in tion executives, resulted from ajsell shows for three and four] th. sanforset division of the com- 
‘ng woman of Tomorrow.” clamor for co-op shows by the/times what they pay the net- pany. 
Out- network’s affiliates advisory board. | works. Sanforset i id t liminat 
fe) is sai o eliminate 
4 bs Sales Gain 25% Columbia now has seven pro- Some radio performers, too, | the stretch and sag apparent when 
cau The web currently has about|&tams available for co-op spon-|have found co-op radio to be ajrayon garments are ironed, and| 
as a {3000 quarter-hours a week sold,|S°rship. All are across-the-board | gold mine. For example, Fulton po peer is permanent in that it 
pet ‘hich t 5% j and most are news or sportscasts.| Lewis, news commentator now | Will withstand continuous laun- 
gt which represents a % increase , . dering, the company claims. 
dard over a year ago. Talent costs to The web will not reveal the num- | cooperatively sponsored over Mu- 
ations vary from $5 to $500 a ber of sponsors, sponsored hours | tual, is reportedly netting $6,500 Artwi 
ane with. the ‘aerate avenesi& °°? affiliates which have sold|a week. Names wil Company 
me $25-30. Of the network’s 246 af- a : | pray se te preansree the "Artwit co. 
21'S Pitiates, 178 have sold co-op time.| cently svmrinted coven promotion | WPPoints Koehl, Landis pany, New York, to handle the 
» Ad. Although ABC is shy about manager, says “several new Pinkerton’s National Detective | promotion for its book, “How to 
Dened ‘ing the number of different Pe , . Agency has appointed the New/ Build a Better Home.” News- 
pened saming . shows are under consideration, | York office of Koehl, Landis & ines and book st 
th St. Hico-op bankrollers, it has prepared ; yy ci ee ee ee ee 
Co-Op ’ prep one of which probably will be in| Landan to handle its advertising. | promotion will be used. 
a break-down of types of com- 
panies now sponsoring shows. The 
top six classifications: Department 
Mmand retail clothing stores, 99; auto 
Meadealers and auto supplies, 87; 
fnancial institutions and insurance 
companies, 60; furniture retailers, 
42: bakeries, 37, and grocery prod- 
ucts, 27. 
Hardware dealers, dairies, pub- 
lic utilities, newspapers, drug 
stores and many others also are 
represented, say net officials. 
About 95% of ABC’s co-op spon- 
sors are local advertisers. 
Harold Day, director of ABC’s 
cooperative department, says net- 
work officials are “highly pleased 
with the success of “Town Meeting’ 
as a co-op.” During its first two 
months, 71 sponsors signed for 
time. 
NBC Lists 7 Shows 
National Broadcasting Company 
as seven co-op shows now and 
s launching an eighth, Ripley’s 
‘Believe It or Not,” on May 12. 
he new show is 15 minutes, 
cross-the-board, with the familiar 
ormat. Robert Ripley, although 
omewhat elderly, is expected to 
ppear on the program once a 
reek. 
Notwithstanding the new show, 
BC is less interested in pushing 
0-ops than the other major webs. 
A year ago NBC had three more 
hows than now. 
Burton M. Adams, NBC’s coor- 
inator of co-op programs, points 
ut that the network is made up 
f stations relatively more power- 
ul than those of the other webs, 
nd that big stations have less 
rouble selling time than small 
nes, and consequently less need 
or co-op shows. 
NBC today has 164 co-op clients > P D 7a a ey 
n its books.: Last January it had THE © o\ STANDS FOR }. on ridiculous, doesn’t it? Yet many concerns 
82 and last June about 200. The have failed to achieve sales quotas because of mis- 
7h hetwork makes no attempt to push 


directed marketing efforts. They tried to operate with- 


Planned Distribution 


out specific knowledge of where their customers were 
actually located . . . a warning that it doesn’t pay to 


guess at your market. 


4 10 \I t The P.D. 2-in-1] market (Greater 
1 Wort eis THE ¥ Cleveland plus the 26 adjacent In the Cleveland area, the Plain Dealer Market Survey 
‘ 4 THAN Ke counties) gives you Ohio’s two department offers you individualized service to take the 
4 \ . ° 
: sour’ avels richest markets at one low cost. guesswork out of your marketing program. It tells you 
eb 30 e si 
x : inet ares mle”, \ where the best potential customers for your product are 
\e\ ; e om 7.2 e , 7 . 
ercen ve are erie The Plain Dealer is Enough located, how much they will probably spend and your 
: , rne qui ara! ee | ’ ‘ ; Wipe : ‘ a 
o rairs th ne mn ~if You Use it Enough potential sales in a given area. Just call or write a Plain 
— er Dealer representative for an appointment to receive 
— erator i ped nto hi al service 
“— n this unusual service. 
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WIR Appoints Harker 


Tom Harker, formerly an ac- 
count executive of Mutual Broad- 
casting System in New York, has 
been appointed director of sales of 
Station WJR, Detroit. 


increase all magazine advertising, 
explained William S. Patjens, ad- 
vertising sales manager. This 
'trend has been accentuated by 
“modern education, new social 
thinking, and a new distribution 
of wealth, with millions of young| CHicaco—Zenith Radio Corpora- 
| spenders.” |tion, which discontinued produc- 
\lishing Company, with a bit of a In the past 20 years, he pointed | tion of its $40 and $50 Radionic 
| bow to the Ladies’ Home Journal, | out, wages of waitresses have gone | hearing aids some months ago, 
\“of a young woman.” |up from $14 to as much as $100 a| will soon introduce a single-pack | 


|much lower than Sonotone, West- 
(ern Electric and other quality 


idvertising 
‘Zenith Switching 
. | hearing aids, the inst (ges 
fo Simgie PG, Wisc toes of comme tone | 
$75 Hearing Aid |new hearing aid differs from the ( Bue 
| ‘. 


|old chiefly in containing the }) 
Co 


| teries in the instrument unit. 
MacFarland, Aveyard & 
handles the hearing aid adver- 
tising. fozen 


Plenty of Power 
in Young Women, 
Dell Study Shows 


New YorK—‘Never underesti- | 


Sabena to Bermingham mate the power,” says Dell Pub- 


Sabena Belgian Aijrlines has 
named Bermingham, Castleman & 
Pierce, New York, to handle its 


Sete ee Contir 
advertising account. Newspapers| On this theme Dell has pre-| week, of stenographers from $15/hearing aid, probable cost of | s ° 
will be used. |pared a presentation, “More |to $40, of baby-sitters from no-| which will be $75. a usstien waevine prough pre 
Profits in New Markets,” on the | body-knows-what to 85 cents an Advertising of the Radionics | +6 ea a ee Seana te about e line. 7 
growing importance of young|houre In the meantime, the cost|ended some time ago. Sales of plastics will be euunned ts t. a 10% 
IMPSON-REILLY, pe women in buying needs and buy- | of living has risen only 21.3%. the old two-piece aid are being public relations committee of the Augie 
Publishers Representatives '}|ing power and the ability of Dell Revenue Totals $16,700,000 made out of accumulated inven- | Society of the Plastics Industry, he 
Modern Group to sell a large per- ; tories. Promotion of the new/inanew service to home and office HPee ere | 
SINCE ®) 1928 centage of them. He presented a chart which/hearing aid will not begin for| Users. Questions may be ad- @jeclared. 
The “new competition” which |Showed that the “absorb knowl-| some time. hehe yt Se at 295 MiHe set $ 
ie soc. Kaien ars the groups have introduced among | &48e” period is mainly from five} Users of Radionics will first be nn AEE See ae ivertising 
a. 2 ey women’s magazines has tended to | to 30 years of age, with the larger | offered a chance to buy the single- | . pry of the 
| part of the population on this side. | pack instrument. Only letters will Dowd Agency Appointed their 
| The groups, Mr. Patjens said, have} be used in making the offer. Ad-| Apparel Industries of New Eng- Manu/actur 
made greater progress than the|vertising will not start until de-| land has appointed John C. Dowd, & this pr 
'established women’s service books|mand by old customers has been|™¢- Boston, as its advertising JRined, he 
‘in reaching this under-30 group. | fairly well satisfied. }counsel. A business paper cam- {Bn to tell 
|The cost of reaching these women,| Zenith entered the hearing aid | P22” began with a spread in the Ht nor, 
fetter : : & ald) March 26 issue of Women’s Wear 
| per page per thousand readers, he} field in October, 1943. Priced Daily. Dr. Paul 
|estimated, is only about half as college 
|much as for Life. | niversity 
Dell’s total revenue in 1946, he | K at withir 
'said, was $16,700,000, of which | FUN & WAGNALLS zen food 
| $13,750,000 came from circulation. | ibuting 6 
|The company now has 15,000,000 | America 
circulation monthly—including 9,- | announce 
| 000,000 comics, 1,000,000 books, | “ . Loy 
| 1,000,000 Modern Detective, 3,-| He fores 
| 000,000 Modern Group, and 1,000,- | their new dictionary lants bec 
| 000 miscellaneous. a thin the 
| The three publications in the ae « Now completely NEW — de- cilities t 
Modern Group, he explained, em- signed to give you the most amilies wo 
|phasize “emotion but not sex.” comprehensive information year an 
They attract 500,000 letters from in the simplest possible way. uying ane 
|readers annually. He 
| Dell plans to get about half of Introducing bes to ing 
| all the nation’s syndicate stores to ques and 
| tie in with the Modern Group in on in thei 
window displays—selling both the On the 
magazines and the products ad- nference, 
| vertised in them. Special posters | " tute sat 
on Dell-advertised products have | the revolutionary onference 
_been prepared for them and 10,000 system for to set 
| Copies of Syndicate Selling,” a pronunciation- as ed 
publication for store clerks, are als to de 
ra , e now being distributed regularly. at-a-glance es 
’ de and gratitu “ bf 946 Showmanag Chain drug stores also are coop- June, 
With pr . n Variety 8 erating. ERE is the first basically new “Standard” dictionary ene will 
its citation ’ Mr. Patjens showed charts in years... modern, streamlined, easy-on-the-eyes... a — 
ment Review: * °° ov Kaintuck Bea ae i, > an - and so simplified that you can use it quickly, and efficiently, ‘ te 
-ewill pride oO adened view neachabaagieoaapericme Svan gcemenigct nage to find out what a word means, how to pronounce it, how to M of fans 
ee , Louisvt “ 946 with a * Commercial ucts oes ae Girect propersion to spell it. It’s made for Speed, Accuracy and Constant Use. ae baie 
oa erge vlna ter radio tation aa to loca | increased expenditures for them. This is the dictionary that assumes you are neither an Md disnis 
t anc bet 4 te ome ene 8 iners- ae | illiterate nor a lexicographer. It does away with needless Rind -" Pe 
“ t We 7E diwer with some wun <prings To Advertising Producers signs, symbols, cross references and redundancies. In short, oe ites a 
7 h tenment, came. up y valkout last s Fabor, Advertising Producers Asso- this is a reference book for intelligent people to find out what + sie : 
oni eight f the reno 30 p- m.)> ae to ciated, Inc., Chicago industrial they want to know at maximum speed with minimum effort. 3 hed 
en a tun wrtisar agency, has been named to direct -peliteabsce 
AVE ens yon overnment Pe days later the advertising of Aristo Power THIS IS A DICTIONARY YOU WILL LIKE TO USE BECAUSE: neerns al 
managemen before am 1 ; alanced pane | Tools, Inc., Chicago, manufacturer * EM ‘*PHA‘TYPE makes pronunciation, spelling and syllabication 
thrash it Out eT ith a welboeiis for labor SO ee ee eee eee Suk Uicamlan Gatnacebebnese se tapas premeneaGen lies 
Ww AV E repe@ t’s drastic per d heir say ae ators; Mv g pe p ciation tables 


ton Mfg. Company, Franklin Park, 


have been scrapped. 


) me ‘le Roun } ll manufacturer of hydraulic @ DEFINITIONS are fuller, clearer, really informative. 
on a) n-a ers ee pent 7 he dey c o : y a Cc + yi " . 
re yulation- rhe ye called Ju “Socialized | vises, hydraulic bench presses and 7 oe NEW TYPE has been used throughout to avoid eye- 
° n ik ¢ — : : enc . necee 
- a continu 8 , hot ones", Juvenile hydrau lic maintenance tools; e MORE THAN 145,000 ENTRIES — the largest of the newly 
un ling me ted St he any 
T ble a tack uts, {tom Bomb, ther goo Uni ec ates C 1a1N Company, revised ‘‘Standard” dictionary series. 

a icine,” eT he ee and 0 ‘lebrate Chicago, and Root Spring Scraper | @ FULL, CLEAR DEFNITIONS, etymologies, derivations, parts of 
Mec 1 | oppi"s breath, cele Company, Kalamazoo, manufac- speech, synonyms and antonyms in a form that you can see at 
Delique"*),, > rook a deep y from the turer of truck mounted road a glance. 
deeds, ¥ 7 AVE toot ek by impor rk an oxhibi graders and maintainers. e HUNDREDS OF CLEAR ILLUSTRATIONS — placed directly 

eeds, gp A a a ? , with the entries they illustrate. 

: ns f > oO aes : y 
United yrs lern Artil or ikids Hundreds zi @ NEW WORDS, SCIENTIFIC AND TECHNICAL TERMS, not 

{ seum of Moc Sot iet schoo ’ Luise sarm one Schedules Shoe Drive as yet to be found in other dictionaries 

Mu stn DY * oO ee with au rt Ww. L o] Sh ae @ DOZENS OF CONVENIENT LISTS and tables, as of calendars, 
painting P t away sere me . L. Douglas oe Company, ; these ey 
o I pictures wen R ssian kids ul ou Brockton. Mass. has scheduled a cloud formations, constellations, cubic measures, and similar cate- 

w the ° a us: ‘ or ¢ x aie ee Pha hier gories. 
sa Idly eeling oly our own. B urbon campaign in American Legion @ UP-TO-DATE INFORMATION about cities, states and countries 
qortary :; ferent rom in the pe Magazine, Boys’ Life, Collier’s, is given right in the text. 
much dif management 7 from Variety: Esquire, Foreign Service and @ AUTHORITY — this dictionary carries the authority of the Funk 

a yeous shou ; / VE = Sport, plus four shoe trade pub- & Wagnalls Editorial Board, Dr. Charles Earle Funk, Editor, 
4 salutations — WAVE lications and special advertising backed by the advice of a consulting board of twenty-six distin- 
belt, § yublie we ser . Show- in American Exporter. The com- yee ng ae under the chairmanship of Dr. W. Cabell Greet 

tagtety as to the | ¢ Responsible 7 pany will use more than 50 dailies, a a Te 

To Variety ° yation 0 ; minimun 25 labor, foreign language and ; ; ; 
Joes a continue sour Negro publications and major ORDS are your life line. Your most effective working 
plec ge caihees" \ league baseball, football and tool is this modern, authoritative, easy-to-use word 
‘ me hockey programs. Car cards and reference book, the FUNK & WAGNALLS NEW COL- 
window displays also will be LEGE STANDARD DICTIONARYEM’:PHA-TYPE 
used. Edition. If you want to know more about this amaz- 
i TT ing new reference book, we will send you free our descrip- 
Fuller & Smith & Ross, New SEE IT — & WAGNALLS COMPANY, Dept. 119 
York, has been appointed by 153 East 24th Street, New York 10, N. Y. 
- Pp} ; 
Charis Corvorat Allentow 10 DAYS Please send me my copy of FUNK & WAGNALLS NEW 
naris poration, s/iientown, BCOLLEGE STANDARD DICTIONARY EMPHATYPE 
Pa., to handle the advertising of ON APPROVAL B EDITION. | will pay postman ( >) $5.50 plain ( ) $6.00 
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Charis foundation 
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RESENTATIVES Hayhurst Ups Leonard 


D’Arcy J. Leonard has been ad- 


vanced to vice-president of F. H.| 


Hayhurst 
Montreal. 


Company, Toronto and 


Bound in Cloth 
1420 pages 
62 x 91/2 inches 
Plain: 


$5.50 
indexed: $6.00 


eee 


thumb-indexed edition. | understand that if | am in any 


t way dissatisfied with this book | may return it for ful! 
B refund within ten days. 
| 
Name 
| 
4 Firm 
B Address 
4 City Zone State 
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rges $350,000 
(Budget fo Aid 
ozen Food Field 


(Continued from Page 1) 
ough proper handling all along | 


‘Premier Opens Campaign 

Premier Vacuum Cleaner divi- 
sion of General Electric Company, 
, Cleveland, will introduce its new 
Premier Duplex “12” vacuum 
cleaner this month, using Better 
| Homes & Gardens, Farm Journal, 
| Good Housekeeping, Ladies’ Home 
Journal, The Saturday Evening 
Post, What’s New in Home Eco- 
nomics and _ cooperative local 
newspaper advertising. Copy will 
be placed through the new Cleve- 
e line. land office of J. M. Hickerson, 
Only 10% of potential retail out- | Inc. 

are equipped to sell frozen 


nis and only a percentage of |Redington Transferred 
hee are properly equipped, he 


S. G. Redington, sales manager 
eclared. 


of Remington Rand Ltd., Toronto, 

He set $350,000 as a minimum | has left for South America, where 

jvertising budget to carry the | he will be manager of the tabu- 
vy of the needs of frozen foods | lating machine division. Ronald 

SS thee Seiad tutes ¢ - |L. Stevenson, of the New York 
is & ure to the! office, succeeds Mr. Redington as 

auufacturers. When the results| Canadian sales manager. 

f this program have been at- — 

ined, he said, then it will be : 

e to tell the story to the con- Appoints Kopmeyer 

mer. Kentucky Air Transport, Inc., 

Dr. Paul W. Chapman, dean of es om ee a og 

ne college of agriculture at the| ee i npn tee aan 

niversity of Georgia, predicted | °° siciniisenlaesahlta sie 


| 


Prices Too High, | strongly that prices are too high. 
Customers Hold {tite theit order volume be 
in Steel Survey 


cause of current prices, but 17.5% 
|said that they “may soon.” 
New YorK—Need for more pro- | 
ductive customer relations be- | 
tween metal-working plants and Despite the apparent disagree- 
steel companies is made apparent|ment over prices, 63.2% of the 
through a survey conducted by| plants answering the survey said 
The Iron Age covering plans by| that they do not expect to change 
buyers of steel to change their|suppliers when steel supplies be- 
sources of supply. come easier. Of the remainder, 
The study, published in the} 19.3% said that they will definitely 
March 20 issue of The Iron Age,| change sources, while 17.5% are 
shows that of the 595 metal-work-|thinking about it. Delivery was 
ing plants which answered the six- | named the biggest source of com- 


Delivery Is Biggest Complaint 


that steel prices are too 


while 8.3% think that they are|most 60% of the companies said 
|not too high. Slightly more than|that the size of their inventories 
123% call prices “about right.” |does not worry them, but 23% 
Although 68.2% said that cur-|said that inventory size was a 
jrent prices are not ca using|source of concern. 

|thern to reduce their order vol-| Apparently none has any mis- 


67 


ume even though they may feel|demand is less than they antici- 


pated. 


Coffee Group to Federal 


The Coffee Advertising Council, 
recently named to coordinate the 
work of the Pan-American Coffee 


| Bureau and National Coffee As- 


| 
} 


question survey card, 68.6% feel} plaint by those who are definitely | 
high, | planning a change in source. Al-| 


ume, it appears obvious, accord-| givings about the future of the| 


ing to The Iron Age, that demand | industry. More than 85% said 
is so high that the plants queried | that there is no slackening in the 
can’t afford to reduce their vol-|demand, and only 12.7% said that 


sociation, has appointed Federal 
Advertising Agency, New York, 
to handle its account. The Coffee 
Bureau advertising was formerly 
placed by J. M. Mathes, Inc. 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


PARRESS oe fas se Ss 


314 So. Federal St., Chicago 4 


nat within the next 15 years, | 
wen foods industries will be dis- | 
ibuting 60% of the foods used | 
» America. 


Low Rentals Seen 


He foresees community locker 
ints becoming widely popular 
ithin the next five years, with 


THIS Io NEW YORK 


A 


cilities twice those of today. 
amilies will rent space for $12 
year and save $150 by bulk 
ying and seasonal buying, he 
He urged schools and col- 
ges to include frozen food tech- 
igues and business administra- 
on in their courses. 
On the last two days of the 
nference, executives of the in- 


Paralleling Manhattan's eastern waterfront from 14th to 23rd 
Streets are two vast multiple-housing projects now being 
' constructed by the Metropolitan Life Insurance Company. Stuy- 
vesant Town and Peter Cooper Village together cover over 
90 acres of slum-cleared land. When completed, 37,000 people 
of moderate income will realize the finest in modern living in 
56 highly desirable apartment buildings. Stuyvesant Town, 
pictured here, represents the largest plan for slum clearance 
and rehabilitation ever carried into effect in this country. 


jute sat down with National 
onference of Public Health offi- 
als to set quality standards, and | 
weights-and-measures  offi- 
als to determine quantity prac- 
CS. 
In June, executives of the in- 
tute will go to Geneva to set 
national standards. 
Sessions were held here at the 
Plaza and 25,000 square 
et of floor space at Horticultural 
all was given over to exhibits 
nd displays. More than 3,000 
Plegates attended the convention. 
Frozen Foods Institute, Inc., is 
-profit research organization 
Wpported by national business 
neerns and associations. 
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Offers Mailing Directory | Appoints Park 


Industrial Publicity Association,) Norman Park, formerly with 
recently organized New York| Standard Oil Company of Cali- 
group, has prepared a 200-page|forniay has been appointed pro- 
packet, which gives the complete | duction manager of Allen, Clen- 
addresses of 1,800 trade publica-|aghen & Smith Advertising 
tions. Agency, Portland, Ore. 


| 


‘Apparel Markets’ 
Compiles Data on 
25 Major Cities 


New YorK—Essential market 
data covering the 25 largest ap- 
parel manufacturing cities in the 
'country are set forth in the first 
|edition of Apparel Markets, re- 
cently issued by Frederick Kogos 
| Publishing Company, publisher of 
| Apparel Manufacturer and Sup- 
| pliers’ Register. 
| The 312-page volume presents 
|a series of statistical charts, giving 
| the publication’s own estimates of 
|each city’s apparel manufactures 
| by product, wholesale apparel 
| Sales, and retail apparel sales by 
| product. Also presented are a 
_ history and background of each 
| city, its industry and commerce, 
apparel manufacturing, promotion 
through market associations, ap- 


A 


A Solid Year of Facts 


About Worcester in 1946 


Department Store Sales 
Up 30% Over 1945 


This increase in department store sales in 1946 
was the highest of any major New England City. 


parel retailing, facilities and 
Drug Store Sales Soar points of interest, and general 
statistics. 


Worcester drug stores are selling twice as much as 
they were in 1940 — 9.7% above the U. S. average. 


Food Purchases 
53% Above U. S. Average 


The 1947 edition, which sells 
at $5 per copy, analyzes the ap- 
parel manufacturing of each mar- 
ket, including product, quality, 
quantity and distribution. Con- 
siderable space is devoted to mar- 
ket development, and to the work 
accomplished by market organi- 
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: ’ Fabrics division of John A, Rog) 
Roebling s Ups Berger ling’s Sons Company, Tr aa 


J. F. Berger, salesman and field|N. J., has been named agg; 
engineer of the Woven Wire|sales manager of the division 
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Food sales of $44,431,000 in 1945 represent an 
increase of 78% over 1940 or $228 per person. 


Bank Debits Jump 13.3% 


This 1946 increase in bank debits was the greatest 
of any major city in New England. 


Per Capita Sales $985 


Per capita retail sales in 1946 rose $208 to a 
healthy $985. 


|zations in maintaining the posi- 
| tions of their respective centers. 


| CLAY L. REELY 
CLEVELAND — Clay L. Reely, 60, 
vice-president and an account ex- 
ecutive of Fuller & Smith & Ross 
for the past 12 years, died here 
March 26, following a brief ill- 
ness. Mr. Reely was serving his 
second term as president of the 


ee 


time of his death. 


Mr. Reely began his 


During 1946 there were 74 new industries established 
in Worcester which added $4,175,000 to its already outstanding 
purchasing power. You can reach every nickel of this pur- 
chasing power with the Worcester Telegram-Gazette: circulation 
over 140,000 Daily, 100,000 Sunday. 


| 
| 


1911. 


| Oldfield Tire Company. 


the TELEGRAM -GAZEIT 


worc 


president of Sweeney 


ESTER, MASSACHUSETT 
GEORGE F BOOTH Publisher- 


ADLONEY, REGAN & SCHMITT, INC., NATIONAL REP 
OWNERS of RADIO STATION WTAG 


Rubber Company until 1935. 


| RAYMOND GUY 


| tising office of Newsweek, die 
| here March 29. Mr. Guy former] 


lean, News and Times and wit 
| Simmons - Boardman Publishin 
| Company before 
|week six years ago. He assume 
|his position here two years ago. 


WILLIAM KESTER 


| ter, 34, head of his own agency i 
| Hollywood, died here March 2 
He was associated with Lord 


(J. Wace’ City Population 


103,000 


in Chicago before 
William Kester & Co. here. 


GORDON HOGE 


BRONXVILLE, N. Y.—Gordo 
Hoge, 55, retired agency 


30. Mr. Hoge was advertising d 


zine in the mid-’20s, joined Your 
& Rubicam in 1927 and becan 


an 


> NEWS TRIBUNE 
TIMES-HERALD 


and vice-president in 1931. 
he was a vice-president of Lord 
Thomas. 


Appoints Creighton 


J. C. Creighton, formerly sal 
; ; : manager of the Bayer Compar 

n 7 ‘ ) : syli dy tc Y ) ‘ , 

A ; 2 Otte and Sterling Products Company, 
. ae 8 Windsor, Ont., has joined tl 


& Co. account executive. 


as 


| Cleveland Advertising Club at the 


Although trained as a chemist, 
business | 
| career in the advertising depart- | 
|}ment of Sherwin-Williams Com- |} 
|pany. He became advertising 
manager of Glidden Company in 
From 1918 to 1921 he was 
|sales and advertising manager of 
He was 
sales manager of Corday & Gross | 
Company from 1921 to 1927; vice- 
& James | 
Company, Cleveland agency, from | 
1927 to 1931, and director of mer- 
chandising for Mansfield Tire &| 


CLEVELAND—Raymond Guy, 41, | 
|manager of the Cleveland adver 


|served with the Chicago Ameri- 


joining News- 


Los ANGELES—William T. Kes- | 


Thomas and Sherman & Marquette | 
establishing | 


execu- 
tive, died at his home here March 


rector of American Legion Maga- 
head of the agency’s Chicago office 
Later 


He retired five years ag 


Toronto office of Cockfield, Brown 


business ; 


| m public 
atllons, an 
ral magaz 
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| | No St 
| These pul 
Like its readers— some 100,000 decision-making agp. 
use elr 
| executives — the Chicago Journal of Commerce has a tough job all or sc 
‘ : ‘ ‘ ‘ . e publish 
to live up to. Every business morning it does that one job in one fF, to 
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All business 

is local... and 
the Locally - Editeds 
mean business 
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INTERESTED? CONTACT 
ONE OF THE ‘“‘REPS"’ 


ATLANTA JOURNAL 


1g 


1€ If you would like to 


know more about 

the Locally-Edited 
Gravure Magazines and their mar- 
kets, just contact any office of one 
of the following representatives: 
Branham Company, Jann & Kelley, 
O'Mara & Ormsbee, Sawyer- 
Ferguson-Walker Co., or write to 
Standard Gravure Corp., Louisville 
2, Kentucky. 
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“avail Users Should 
—hot Higher Costs, 
ost Office Says 


(Continued from Page 1) 


es 


wns in cost to the department. 


rtising would drive 
hagaz 
annels. 


These Magazines, charged zone 
their advertising con- 
nt, come closest of all second 

toward paying their way, 


tes on 


. El irlich pointed out. 
Yet, 
nm in 


nere 


newsstand distribution 


nding about 55% 
jation through the mail. 
He 
the “pulps” 
“unworthy of subsidy” 
ved through the mail. 


magazine readers, 


ral 
| h warned. 


D No Substitute Method 

— These publications have no al- 
mate method of distribution be- 
use their circulation is either 

job wall or scattered, he said. “If 
e publishers of these magazines 

n one 


ve to pay 
tes, they may be forced out 


siness because they cannot af- 
or, if they pass the in- 
subscribers, 
fir business may decrease to the 
int where they will have to go 
he 


d it, 
pase 


onto their 


of 
ned. 


business, anyway,” 


iQ 


K. Lasser & Co., refuting 


finess committee purporting 


ce from 15 


Zines. 


Baz 
asser’s analysis, based on the 


artment’s cost 


ors in apportioning 


ort 
+; 


on, but it outlines the 


° Ms errors’ 
-diteds tf ascertainment system. 


would result in less reve- 
ie, without compensating reduc- 


He predicted that the piece rate 
i the proposed surtax on ad- 
general 
zines into other distribution 


with 66% of their circula- 
cities of more than 10,000 


gilable, they are currently only 
of their cir- 


pointed out that only 2.3% 
mentioned so often 
are 


Higher second class rates would 
| most heavily on publishers 
business and trade publications, 
m publications, religious pub- 
ations, and the small town and 
Mr. Ehr- 


increased postal 


support his claim that large 
gazines of general circulation 
le close to paying their way, 
. Ehrlich presented a report by 


ent report of the Senate small | 


bw a $30,000,000 loss to the Post | 
large national | 
| 


system with 
rections for the most obvious 
costs,” 
Ws a profit of $8,848 for carry- 
13 of the 15 publications. The 
does not itemize by pub- 
“ob- 
> in the department’s 


epeatedly, committee members 
ted the failure of witnesses 


to provide “some proposal” for 
|absorbing increased postage costs. 
At the end of Mr. 
| pearance, Rep. Robert Twyman 
(R., Ill.) commented: “We don’t 
want to injure anyone.” 

“Don’t you think it fair to help | 
|}us instead of arbitrarily saying 
you can’t?” he asked. 

“We don’t want to put you out/| 
of business. I seriously ask pub-| 
lishers to come in here with rec- 
ommendations the committee can 
use in advancing rates without 
injury to their industry.” 


at $287,000,000, Mr. Donaldson 


that he was not allowing for pos- 


sible increases in transportation 
costs, or in other departmental 
overhead. 


He pointed out that the depart- 
ment is facing an application be- 
fore the ICC which would allow a 
45% fare increase to 202 railroads, 
and would cost the department 
nearly $60,000,000. 

In addition, he reported applica- 
tions for increases from both do- 


is 


Ehrlich’s ap-| Turns Heiss to Zeiss 


Code Goes Haywire, 


The name of Charles A. Heiss, 


| Post Office cost ascertainment ex- 


In estimating. the 1948 deficit | 


warned the committee Wednesday | 


|pert, was mispelled in Washing- 
ton editor Stanley Cohen’s report | 
here last week because of an wae 
|in telegraphic transmission. 

A. K. Mitchell, Washington sup- | 
|erintendent of Western Union, 
acknowledges the error and at- 
tributes it to the fact that there | 
is very little difference in the let- 
ters “he” and “ze” as transmitted 
in Morse combination code. 

WU is at _ ieast consistent. | 
Written “Heiss” 26 times in Stan’s 
copy, WU transmitted it as “Zeiss” 
26 times. 


He | 
before | 


mestic and overseas airlines. 
said there are currently 


|the Congress 37 bills which would | 


add $350,000,000 to the depart- 
ment’s operating costs. 

Mr. Donaldson reported that the 
department has had only 17 profit- | 
able years in the past 100, and 
that it had deficits ranging from | 
$14,000,000 to $205,000,000 in the | 


|assigned these classes. 


| years from 1920 to 1942. 


“This is mentioned to point out 


|that there is no reason to believe 


that there was better management 
of the 
years when there was a surplus 
or poorer management during the 
years when there was a deficit,” 
he said. 


‘Mail Users Should Pay’ 
He acknowledged that rates on 


| certain classes could not be raised 


sufficiently to eliminate the deficit 
“H.R. 2405 
does not propose to so increase the 
rates but does propose an adjust- 


|ment upward sufficiently to pro- | 
|duce approximately $174,000,000,” 


he said. 
To Rep. William Stevenson (R. 


postal system during the | 


69 
Wis.), who feared the general rate 
hike would be inflationary, Mr. 


Donaldson replied: “I am com- 
pelled to stick to the opinion that 
these charges should be applied to 
the fellow who uses the mail, 
rather than, by taxes, to the fel- 
low who doesn’t use the mail.” 
Similar costs in the steel, coal 
and clothing industries were 
passed on to consumers, he pointed 
out. 

The committee received com- 
promise proposals on parcel post 
and catalog rates from the Na- 
tional Council of Business Mail 
Users, representing major mail 
order houses. 

The council’s witness, Dr. 
Sorrell, 


Lewis 
suggested a 114-cent rate 


,|on posteards and a 1%4-cent rate 


| ...we have what it takes...type faces | 
} second to none...expert craftsmen... 
| typography efficiently produced for|l 
| the letterpress and offset processes. 


CRAWFORD COMPOSITION CO., 


Advertisements « Brochures « Catalogs « Publications 
Inc., 161 W. Harrison St., Chicago 5, Phone WEBster 7936 


of 


a 


to 


same way with 


trate your advertising on the homemaker. 


average are reached by any of the 


leading home, women’s, 


monthly magazines. For 


gene 


here's no magic in mere numbers! 


No matter how many keys you have, only the 
right one will work. And it’s the 
prospects for a home product. If you’re wise, 
you'll skip the too-young and too-old, the still- 
to-be-married or the over-supplied, and concen- 


other twelve 


ral weekly and 


American Home is writ- 
ten for home-lovers—and nobody else 


. It carries 


homemaking articles and ideas—and nothing else. 
£ v 


To the folks who buy 


American Home, 


it’s a 


Today, more and more advertisers of house- 
hold goods are doing just that. They’re putting 
their message where it reaches their best market 
at lowest cost—in the pages of The 


500,000 : 
0s. American 
( CK PHOTO Home Magazine. (No wonder the April issue is 
the biggest in American Home history—in adver- 
tising revenue, in circulation too!) 
2,500,000-plus readers are 
all homemakers—adult, suburban, purse-ample. 
What’s more, 


American Home’s 


only 13 per cent of them on the 


URNAL than 


FOR 2,500,000 HOMEMAKERS... 


ER-JOUK® 


RONICLE 


very special kind of magazine—a constant guide 
to a better, happier, more abundant home life. 
American Home is read, re-read, and kept for 
reference, 


as editors’ fan mail and advertisers’ 


coupons testify. They keep on coming in from 


copies one, two, three years old and older. 


So, if you’re selling foods or furnishings, drugs, 
household equipment or building materials, 
American Home has the kind of reader magic that 
Try it 


and see, 


means business for vou. 
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70 


on bulk direct mail 
matter in third class. 
calls for 2-cent postcard 
1% cents on bulk matter, 
passing for 1 cent. 

Direct mail advertisers have 
offered to accept a 1%4-cent bulk 
third class rate. Mailing list 
brokers have agreed on a 12-cent 
postcard and higher third class 
rates. 

NEA Promises ‘Compromise’ 


The Inland Daily Press Associa- 
tion, ANPA and National Edi- | 
torial Association report that the | 
piece rate of % cent on each 
second class item, higher pound 
rates and advertising surtax would 
result in increases of 300 to 500%. 


advertising 

The bill 
and 
now 


a 


PRINTED © CELLOPHANE © ADHESIVE 
Leanne eee cee ae 


TOPFLIGHT TAPE CO. 


K, PA. 


NEA has promised to present 
“compromise” proposals which) 
small papers “can afford.” 

Book publishers are resisting | 
a drive to put books on parcel 
post zone rates. Veterans groups, | 
educational and religious publish- 
ers are asking “preference” in the 
way of exemption from any rate 
change. 

In his warning to the com-| 
mittee, Mr. Ehrlich pointed out) 
that the trend in distribution of | 
newspapers and magazines has 
been away from the mail since the 
imposition of advertising zone 
rates in 1917. 

He called the proposed surtax 
on advertising “paradoxical” since 
it “penalizes the publication which 
now pays high postage, and the 
higher the postage, the higher the 
penalty.” 


Calls It Punitive Tax 
He referred to it as a “return 
to a former era of punitive taxa- 
tion.” “And to these who sub- 
scribe to the philosophy of taxing 


7 


success, it should be remembered 
that the fact that a publication 
carries a large percentage of ad- 
vertising does not necessarily 
mean that it is earning high 
profits,” he said. 


The committee heard James R. | 
Brackett, general manager of the | 
America, | 


Printing Industry of 
warn that the new second class 
rates ‘“‘would be a shock to the 
several thousand publishers of 
small-run magazines.” 


He warned that the new third | 
|class rate was the equivalent of | 


a 50% increase. “For the small 
business man using less elaborate 
printing materials, it might be the 
equivalent to as much as 100% or 
150% of printing cost,” he added. 


Asks Thorough Study 


“The committee is asked to con- 
template the wails that would 
arise from our customers if we 
were to raise the prices of print- 
ing at one fell swoop by as much 
as 50%,” Mr. Brackett said. 

ABP President M. A. William- 


son filed a statement calling for 


a “thorough going study” taking 
into account the true cost of han- 
dling business publications, with- 
out reference to the “cost ascer- 
tainment report alone.” 

He urged re-study 
class rules “to equalize” all pub- 
lications, whether published by 
independent publishers or the so- 
called no-profit group. 

Many of the publications of non- 


|profit groups “you couldn’t tell 


from a regular honest-to-goodness 
business paper,” the Williamson 
statement said, yet they are ex- 
empt from the zone rates charged 
against other business publica- 
tions. 

While there is no net income, 
many of the papers carry a vol- 


ume of advertising which makes 


of second | 
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| $386,720. “Not only is this sociget 
enjoying a subsidy in the form ¢ 
a low postal rate, but also anothe 
subsidy in that no part of 
income from advertising and ; 
scription income estimated at ¢ 
550,000 is taxed, as are, fo; 
/ample, the members of ABP,” th 
| statement said. 


Ul 


| papers should not be put on 
| parity with all other second cla 
| matter and made to pay regula 
rates on advertising, 

matter and subscriptions.” 


editori; 


Einson-Freeman Elects 
Engel President 


Einson-Freeman Company, Lo; 
Island City, lithographer, 
elected N. J. Leigh, president 


h 
ng 


a profit. He cited Chemical &|12 years, chairman of the boar 
Engineering News, a publication of directors; I. J. Engel, = UU 
. : ‘ ; vice-president for 12 years, pres 
of the American Chemical Society, dent; A. Hailparn, vice-preside 
| Washington. for 12 years, executive vice-pres 
For 1946, the society minutes| dent; William H. Scoble, vic 
showed collections: From mem-| president for 10 years, a directo 
bers’ dues, $318,477; advertising | Alphonse Schmitz, a vice-pres 
income, $887,143; subscriptions, | dent in charge of productior 


Helen Gorin, secretary-treasurer 


‘SOTO 


Sa ...lets you drive 


ON THE BOARDS. Full- 
designed by BBDO Det 


Fs without shifting 


o ose 


color De Soto posters were 
roit to do a triple job in 


the average passing—time of less than ten seconds: 


(1) associate the na 
would like to own; ( 


me with a picture of a car you 
2) highspot a most-wanted 


driving feature; and (3) leave adequate space for 
imprinting name of local dealer. 


"AUDIENCE PA 


RTICIPATION"” COMMERCIALS make 


Cream of Wheat's "Let's 


mn Uream Ol 


and tots 


i response 


NEW YORK * 
CHICAGO * 


BOSTON * BUFFALO 


MINNEAPOLIS * 


* PITTSBURGH * 
SAN FRANCISCO * 


BATTEN, BARTON, DURSTINE & OSBORN, Inc. 
Advertising 


CLEVELAND * DETROIT 


HOLLYWOOD + LOS ANGELES 


WHEN BREAD IS HOMOGENIZED, that's news. Thousands 
of buyer-—tryers were won for the improved Bond 
Bread, product of General Baking Company, when it 
was introduced boldly and directly in newspapers 
and radio spots. No unusual advertising stunts 
were needed. Just the straight news of the bread's 
added qualities turned the trick. 


SWEETEST, BIGGEST golden cling peaches grow in 
California. The Cling Peach Advi 
d these canned lovelies with recipes and "peachy 


quick trick" serving hints. 
Sunday supplements, allied 


c 


sory Board sells 


Ads in home magazines, 
food and chain pro- 


motions are helping to move the biggest crop of 
cling peaches in California's history. 


Gets First Bendix Dryer 

The initial carload of Bend 
automatic clothes dryers has bed 
shipped from Detroit to Bru 
|New York, Inc., New York, di 
tributor for Bendix Home App 
ances, Inc. Other distributors w 
receive their initial shipments 
succession. The dryer is a co! 
panion piece to the Bendix aut 
matic washer and the recently i 
| troduced Bendix automatic ironed 
|The initial units will be used 
demonstrators, and will be offer 
for sale as soon as backlogs c@ 
be established. 


‘NBC to Re-broadcast 
“Hit Parade’ for Coast 


“Your Hit Parade,” which shi 
from CBS to NBC April 26, w 
broadcast a weekly live rep 
program at midnight, EST (9 p.1 
PST) for the 12 NBC Paci 
Coast affiliates, starting Saturd 
May 3. The show is sponsored 
American Tobacco Compa! 
through Foote, Cone & Belding. 


‘Masonite Promotes Two 


| Earl W. Hadland, manage! 

the Chicago division of Mason 
| Corporation, has been promot 
ito manager of dealer sales. Eln 

R. Graebner, formerly mana 
| of sales of the Cellufoam divisi4 
|has been named to succeed | 
| Hadland. 


FOR 40 YEARS, ROADS 
STREETS has served this 
‘through personal field cont 
| that create sure-fire editorial |¢ 
ership in this vigorous, never-st 


field. 24,000 CCA. 


WRITE FOR BOOKLET “What t 
and Buyers Want to Know Abou! 
and Maintenance of Equipment” 
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“We see no reason why all thes 
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ANPA Bureau Lifts 
Dues Basis; Budget 
May Hit Million 


(Continued from Page 1) 
1949, will be based on 1946 reve- 
jues. 
Because newspapers’ national 
general and automotive) dollar 
yolume doubled between 1942 and 
1946, the bureau’s revenue start- 
ing next March would be nearly 
31,500,000. Although Media Rec- 
rds’ summaries for 52. cities 
showed a combined gain in gen- 
gal and automotive linage from 
about 223,000,000 in 1942 to about 
309,000,000 in 1946, some estimates 

newspapers’ national dollar 
ylume show an increase from 
sbout $143,000,000 in 1942 to about 
$292,000,000 in 1946. 
A proviso is added, however, 
that for the 1948-49 fiscal year, 
po newspaper will be asked to 
pay in excess of 50% more than 
current dues. 


Minimum dues, now $100, are 


‘increased to $150 a year. 


Roy D. Moore, Brush-Moore | 
lewspapers, and Richard W. 
Slocum, Philadelphia Bulletin, re- 
pectively chairman and _ vice-| 
hairman of the bureau, have just 
written members about the 
pian. 


BS Survey Finds 
ore Listening 
ind Radio Homes | 


New YorK—Today in the United | 
lates 93% of all homes, a total 
35,900,000, have working 
adios, it was learned last week 
mm a radio ownership survey 
ade by the Market Research 
mpany of America for the Co- | 
bia Broadcasting System. 
These figures represent 
est audience in American radio | 
tory. The survey counted ‘ ‘only 
actually in use” in homes, 
iid CBS officials, excluding au-| 
mobile and portable radios and 
| sets permanently or tempo- 
rily out of working order. 
One out of three families has 
wre than one radio, an 89% in- 
ease since the last comparable 
rvey, three years ago, according 
)the survey. 
To supplement the data un- 
rthed by the survey, CBS em- 
byed A. C. Nielsen Company, 
icago, to compile facts on listen- 
g, and discovered that a second 
Mio increases family listening 
me 27%. In other words, a 
ultiple set home provides an 
ur and two minutes of added 
ening per day, “just that much 
opportunity for an adver- 
er’s message to be heard,” com- 
tnted CBS. 
To obtain total listening hours 
day, CBS applied Nielsen’s 
rage daily listening figures to 
i number of sets in use and 
covered that in 1947 the total 
my listening hours are 150,800,- 
); in 1946, 146,200,000; in 1945, 
100,000, and in 1944, 120,300,- 


new | 


ever-st 
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) rete Elects Noyes 


ley H. Noyes, since January 
or of advertising for Oneida 
Oneida, N. Y., has been 
i vice-president in charge of 
tising for the company. Mr. 
was previously director of 
and merchandising of the 
1unity division. 


ods Group to Meet 


National Dietary Foods As- 
tion will hold its annual con- 
on at the French Lick Springs 

‘el, French Lick, Ind., Aug. 


| actual 


Hill’s, 


Coty Cancels Ads 
to Halt Criticism, 
NARD Exec Says 


Cuicaco —In an editorial cap- 
tioned, “Calling Coty’s Bluff,” John 
W. Dargavel, executive secretary 
of the National Association of Re- 


tail Druggists, attacks Coty, Inc., | » 


for canceling its advertising with 


the NARD Journal in an alleged | 
attempt to influence the publica- | 


tion’s editorial policy. 
The editorial in the April 7 issue 
assails Coty’s selective distribution 


| the August issue. 


system under which the cosmetics | 


Cunard Ads Herald Mauretania Trip 
NEw YorRK — Cunard White Star Ltd., will use special newspaper 


company for the past year has 
greatly reduced the number of its 
dealers. Coty requires that its 
dealers provide display space at 
least four feet long, with four or 
more shelves for Coty, and main- 
tain a minimum inventory. 

The editorial reiterates the trade 
publication’s stand against what it 
calls a boycotting by Coty of in- 
dependent retail druggists. 
canceling its advertising contract 
with the NARD Journal, Mr. Dar- 
gavel declares, Coty seeks to put 
“arrogant pressure” on the pub- 
lication. 

“Even granting that in this 
America of free enterprise any in- 


| dividual or company has the right 
|to do business with whomever he 


or it pleases, the Coty system in 
practice goes far beyond 
that right,” the editorial says. “‘As 


'it works out it is prejudicial and 


discriminatory—if not worse... 
it is virtual business dictatorship 
imposed upon retail pharmacists | 
who submit to Coty’s mislabeled 
‘memorandum of mutual agree-| 
ment.’ ” 

Coty’s policy of limiting its dis- 
tribution began in 1931, when it 
screened its wholesalers. Later it 
screened department stores and 
then chain store outlets. The pol- 
icy was broadened to include deal- 


|ers after the war ended. New York 


dealers were reduced from about 


| 4,000 to 1,300 last year in the first 
the | application of the policy to dealers. 


Time,McGraw-Hill 
Increase Profits 


New YorK—Two major publish- 
ing groups—Time, Inc., and Mc- 
Graw-Hill—have just announced 
substantial increases in both sales 
and net income in 1946 from 1945. 

Time, Inc., boosted gross income 
from _ subscriptions, newsstand 
sales, advertising, film rentals and 
other sales from $74,157,211 in 
1945 to $95,955,168, and expanded 
net profit from $3,040,767 to $4,- 
007,024. 

McGraw-Hill’s 
from all sources rose from $28,- 
254,358 to $32,600,187, and net in- 
come from $1,313,173 to $2,147,122. 

Time’s total assets at the end of 
1946 were $59,859,430, McGraw- 
$27,686,589. 


gross revenue 


‘Tumbull Gets G-E Post 


Ray W. Turnbull, 
Hotpoint, Inc., Chicago, 


president of 
has been 


| appointed General Electric Com- 


| bull will be responsible for 
|tomer relations in California, 


pany’s commercial vice-president 
for the Pacific district, with head- 


quarters in San Francisco. He suc- 
ceeds Raymond M. Alvord, who 
will retire in September after 43 


Turn- 
cus- 
Ari- 

and 


years’ service with G-E. Mr. 


Utah, Nevada, Hawaii 
Idaho and Wyoming. 


zona, 
parts of 


Meritt Opens Campaign 


Meritt Chemical Company, 
Greensboro, N. C., manufacturer 
of Meritt medicated foot powder, 


will launch a campaign this month 


with insertions in Good House- 
keeping, Ladies’ Home Journal, 
Life, Parents’ and Pathfinder 
Newspapers, car cards and radio 
advertising, and point-of-sale ma- 
terial also will be used. J. M. 
Hickerson, New York, is. the 
agency. 
> 


wa 


Last Minute News Flashes 
Roebling Appoints Beatty & Oliver 


TRENTON — John A. Roebling’s Sons, 
rolled products, power lawn mowers, etc., 
from Rickard & Co. to Beatty & Oliver, 37 Wall St., 
cently formed agency (AA, March 3). 


principals, 
in advertising in 1947. 


handled the Roebling account, 


maker of wire, cable, cold- 
has switched its account 
New York, re- 


Anton M. Oliver, one of the 
which will spend $300,000 


Miss America’ Adopts Comics Format 


NEw YorK—Miss America, slick paper teen-age magazine published 


by Martin Goodman, will be issued in comics format, effective with | 
The editorial staff was disbanded April 4, and 


the revised magazine will be prepared by the editorial staff which | 


handles other 


Goodman publications, 


including Junior Miss (which 


the new Miss America will resemble). 


and magazine copy heralding the arrival of the liner 
her first run since reconversion from a transport. 


Mauretania on 
Ads in 38 news- 


papers across the country will break May 1, the day before the ship’s 


expected arrival, 


and copy will appear 


in weekly magazines, prob- 


ably Life, The New Yorker and Time, in issues closest to the arrival 


Nason, Inc., 


| date. Cecil & Presbrey has the newspaper part of the account; Kelly, 
the magazine advertising. 


By | National Airlines Appoints Miami Agency 


Miami—National Airlines has placed its advertising account with 
Graydon E. Bevis, Inc. The account was formerly handled by Grant 
Advertising, which resigned April 1 because of a conflict which arose 


when National was awarded a Havana run, 
American’s Latin American division, also handled by Grant. 


competing with Pan 
National 


spent $139,000 in advertising and publicity in 1946 (AA, Feb. 24). 


Durex Launches Contest Series in N. Y. 
New YorkK—Durex Blade Company is starting a series of weekly|in formulating 


71 
‘Radio Doesn't 
Need Czar at All, 
Miller Tells Club 


present criticism of radio as a pas- 
sing thing inflicted on “hysteria’s 
whipping boy,’ Justin Miller, 
president of the National Associa- 
tion of Broadcasters, declared last 
week that radio does not need a 
czar and that “self-regulation is 
a desirable answer.” 

Judge Miller, who spoke before 
the Radio Executives Club of New 
York, conceded serious imperfec- 
| tions in radio, but found no solu- 
tion in a ezar such as those gov- 
|erning baseball and movies. A 
ezar in radio would be in an un- 
| happy position, the NAB executive 
| said, because of union opposition, 
because of circumscription of his 
activities by groups already regu- 
|lating radio (FCC, Congress, SEC, 
| the anti-trust division), and be- 

cause he would lack enforcing 
| power. . 

Further, asked NAB’s president, 
who would elect the czar? 

Radio broadcasters are now re- 
vising their standards of practice, 
Judge Miller declared, adding that 
| the Federal Communications Com- 
| mission will help the broadcasters 


| their new code. 


225-line insertions in four New York City newspapers, through Peck | These standards of operation will 


Advertising Agency, offering 1,050 tickets to Dodgers, 
Yankees baseball games for entries concluding the sentence, 


(pitcher’s name) because .. .” 
major league markets. 


Giants and | 
“T like 


The contest may be extended to other | subsided, 


Audience Records Haverlin to Head 
BMI, Says Rumor 


Prepares Drive 
on ‘Star’ Platters 


| tual 


New YorK—Audience Records | 


will begin distribution of re- 
cordings of comedy routines of 
leading Hollywood funnymen at 


the end of this month. Jack Benny, 
Edgar Bergen, George Burns and 
Gracie Allen, and Fibber McGee 
and Molly are among the per- 
formers who have signed to do 
platters. 

The recordings 
under the trade 
Records, 


be sold 
Top-Ten 
“a trend 


will 
name, 
and may start 
resulting in comedy departments 
in phonograph record shops 
throughout the country,” say offi- 
cials of Audience Records. 

About $150,000 has been budg- 


eted for a 90-day introductory 
campaign, according to officials of 
Warwick & Legler, agency han- 


dling the account. 


of the agency, H. Paul Warwick, 
also is president of Audience 
Records. 

Although details of the cam- 


paign have not been worked out, 
tentative plans call for black-and- 
white pages in all record trade 
magazines, including Record Re- 
tailing, Radio Retailing, Radio and 
Television Weekly and Record 
Review. Spreads in Collier’s, Look 
and The Saturday Evening Post 
are under consideration. 
Advertising will emphasize that 
all the comedy material is original 
and not taken from previous per- 
formances in theaters or radio. 


Joins Deughnut Corp. 


Herbert Horn, advertising and 
sales promotion manager of Hans- 
com Baking Corporation, and C 
Russell Zeininger, Benton & 
Bowles, have joined Doughnut 


Corporation of America, New 
York, in charge of field merchan- 
dising, and assistant advertising 


manager, respectively. 


Larus Appoints Otto 

Larus & Brother Company, 
Richmond, manufacturer of Dom- 
ino, Alligator, and Chelsea cig 
arets and Edgeworth and Holiday 
smoking tobacco, has appointed 
Robert Otto & Associates, New 
York, as export advertising 
agency. 


The president | 


|} minimum 


New YorK—Carl Haverlin, Mu- 
Broadcasting System vice- 
president in charge of station re- 
lations, is reported as the choice 
for first president of Broadcast 
Music, Incorporated. Although 
both BMI and Mutual say they 
“know nothing about it,” a state- 
ment in confirmation is expected 
momentarily. 

The BMI _ sub-committee ap- 
pointed to name a president has 
been in session about a week. BMI 
has never had a full-time presi- 
dent. The job has been handled 
by the president of National As- 
sociation of Broadcasters. 

That Mr. Haverlin has been ¢ 
tive in BMI, and participated in 
its formation about seven years 
ago, lends credence to the rumor. 


iCc=- 


Radio Writers Guild 
to Hold Strike Vote 


Charging that radio networks 
will not negotiate, the Radio Writ- 
ers Guild of the Authors’ League 
of America will hold strike vote 
meetings in New York, Chicago 
and Hollywood April 7 and 8. 
Guild officials say 90% of all net- 
work commercial programs will 
be affected if the guild strikes. 

The guild seeks revision of the 
release form, which it says now 
requires writers to sign away all 
their rights before their script: 
will be read; a national scale of 
payments for scripts; 
arbitration machinery, and the li- 
censing of scripts for one perfor- 


mance only, so that further per- 
formances will be paid fo1 
° ° 

Appoints Miller 

H. G. Miller Jr. has been named 
sales promotion manager of the 
Encyclopaedia 3ritannica Press, 
trade books division of the En- 
cyclopaedia Britannica, Chicago. 


He was formerly circulation man- 
ager of the National Safety C« 
cil, and has also been 
with the Scholl Mfg. 
and Oscar Mayer & Co. 


uNn- 
associated 
Company 


Ads Push Royal Banquet 


Gooderham & Worts Ltd., 
Walkerville, Ont., will start a spe- 
cial newspaper campaigr ( 
Royal Banquet Scotch-type whisk 
in New York newspapers be- 
ginning April 11 Maxon, Inc., i 


the agency. 


‘ 


| be important in the industry after 
| the present welter of criticism has 
he indicated. 


Drug Group Opens 
Month's Promotion 
for Boy Scouts 


Los ANGELES—One of the big- 
gest boosts the Boy Scouts of 
America have ever been given 
publicity-wise by a single busi- 
ness firm is the campaign being 
launched in 54 California com- 
munities by Thrifty Drug Stores 
Company, Inc. 

Running through April, the 
Thrifty Drug Stores Treasure Hunt 
will offer thousands of dollars in 
prizes, including camping vaca- 
tions for 100 boys, plus two 15-day 
excursions to a New Mexico scout 
camp, radios, bicycles, chemistry 
|sets, radar games, autographed 
| baseballs, subscriptions to Boys’ 
| Life and luncheons with movie 
| stars. To win any of these prizes, 
youthful contestants must finish a 
sentence in less than 50 words 
telling why “I think every boy 
should be a Scout.” 

To promote the contest, Thrifty 
is running special newspaper copy, 
plus boxes in its regular drug 
merchandising copy. In addition, 
Thrifty is mentioning the contest 
on its radio programs and Thrifty 
stores will have Boy Scout win- 


dow displays. 
Milton Weinberg Advertising 
Company, Los Angeles, is the 


agency. 


Sani-Wax Shifts 


Len Acton, president of Sani- 
Wax Company, Dallas, has been 
lected chairman of the board, 
giving up active management in 
order to serve as marketing con- 
sultant for the C. W. Murchison 
holdings and to handle his own 
mining operations in Tombstone 
Ariz. Guy L. Mann succeeds M1 


Acton as president of Sani-Wax 


To Fellows-Bogardus 
The Syracuse Herald 
American ha named 


Journal- 


Fellow 


3ogardus Advertising, Syracuse, 
to direct its advertising 3usine 
pape! and direct mail will be 
used. 


Names Rumrill Agency 


E. I. du Pont de Nemou: & 
Co. has aaeek ‘-harles L. Rumrill 
Company, Rochester, N. Y to 
ha dle tne advertising of it pe 
troleum chemicals divi n, effec- 
tive ites ] 


| — EE . | 
. OO aaa : 
Pe I a 
SK ee 
re ee ) 
de ee ee ee , 
re eee 
re 
er ; 
be 
ru eee 
: ee 
Tel ee | 
| 
| 
| 
t 
Ape eS ) 
0, WV “4 
rept 
9 . 
Pat ‘ 
turd 
red | 
pa 
ding 
.E 
nan a 
livi 
ed 
ee 
r 
Pe 
: — 
" 
— Cc ee 
- i _T—— a 


CHICAGO DAILY NEWS 


For 71 Years Chicago’s HOME Newspaper 


JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 407 Free Press Building 


LOS ANGELES OFFICE: 606 South Hill Street we 
SAN FRANCISCO OFFICE: Hobart Building 


NEW YORK OFFICE: 9 Rockefeller Plaza 


CHICA 


PUBLIS 
WEEKLY 
E. OHI 
DEL. 


| Sa etme 


yol. 18, No. 1% 
eres 


out 


“Crosby vac: 
Ives,” reports 
st advertising 

Even makins 
10 be work aft 


‘ 
An adverti 
finding a bask 


ments of the : 
room after ch 
Chicago hotel. 
Either busin 
wr dispositions 
‘ 
‘If it’s ops 
says WTIC, “1 
Kentucky.” 
Down there 
possums. 
7 
“We can mé 
happy,” a Pitt 
fidently annou 
It will be a 
him happy th: 


W ay. 


Chesapeake 
ver a lot of 
in the railro; 
they succeed 
tipping progr 
atomic bomb 
era in history 


Modern 
Mammoth Ca 
pen to pub 
ore than a 
w installed 
rtion of its 
inths. 


Those mec 
howing mam 
tthe same pi 
ught to exp! 
lust seen som 


uy. 


Hoard’s Dai 
ucting its ; 
test for a 
fou can win 
ou should hs 
hg you once 
noes. 


Jell-O has 

nooks for a 
ne story says 
dmirers are 
eta day olde 


“Motherhoo 
s the title c 
ticle, but : 
lat the mise 
e child is ¢ 


Gladys the 
t says it’s t 
as been fire 
47, but thir 
Ay he will 


4 motion p 
icer look 
nm says 


ld bett 


The Ad-L 
ther’s Day 
ig com) 
las yet 
ther who 
ered on 


fro Are Chicago s Ufa Is | Z 
wae 7 i] . — 
Million? Mass Garett ation! — 
east my | inet a a Pe Chica o’s most iMPORTANT million are actual 
OM any ares. ° 
Pee i a) people—"" a statistic. They constantly desire the 
good things which Americal jndustry provides: —_ 
percentage of | 
, r J Being active doer® and earners they ca" afford to 
chicas? paily News 
yamili es im Rach puy—and puy—and puy: Having high atandards of 
Ine ome G youp?— thinking, 4° well a8 high atandards of living: they 
are the reader-friends of the Chicage Daily New® 
aver ¢7.499 ee?” * 10.8% y 
33.000 to 84 ADD - 13.9% A million of them. ¥e* far more {han 4 million by 
$3.000 to $1.999 ss 39.6% a very conservative estimate. 
$2.000 10 $2.999 _23.3%0 
Below $2,000 we’ 12.4% The SELECTED mass circulation of the Daily 
These figures were obtained by an News—60ns into the HOMES of this yMPORTANT 
sndependent survey conducted ex: 
clusively among regular Daily News million—offer® the advertiser q major marketing | 
readers> representing a valid cross me suesitl h . = = 
gections pouse-to-house ampli ng. : opportunity nd no 4 vertiser as to ta e our wor 
or claim for that. A brief atudy of the Daily News 
family incomes the column at the Jeft—tells the 
vital story: Ir’s the Daily New® with its SELECTED | 
mass circulation, for MAXIMUM results in Chicage* 
: P , q 


